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steps into the square 
with Parisian Chess, a 
sophisticated pump ona 
wine glass heel. 
Created in 


Hubschimans ak 


=572 Town Brown, and in all 
Hubschman fashion colours... 
by Erica Shoes, Inc., New York 12. 


E. Hubschman © Sons, Division of Gera Corporation, Philadelphia 23... Fashion Office: 261 Fifth Avenue, New York 10 





GLAMOROUS NEW 
BUSINESS BUILDER! 


> PIN-TUK 


and you'd never guess 
it’s machine- stitched ! 


The FASHION 


Silk Label Series. 
Model 271-1. 
Pin-Tuk Moccasin 
Toe Blucher in 
Dark Olive, Black 
or Brown Calfskin. 


available in both 


eyenberg 
phoes for men 
and 


MASSAGIG 
fiir Chokion Koes 


The FASHION 


Model 3568-1. 
Grained Pin-Tuk 
Moccasin Toe 
Slip-On in 

Dark Olive, Black 
or Java Brown. 


The FASHION 


Silk Label Series. 
Model 273-1. 
Pin-Tuk Moccasin Toe 
Bal in Burnished 
Brown or Black 
Imported Calfskin. 


Early-season successes are being reported every- can select the new PIN-TUK treatment in three- 


where, on this newest WEYENBERG/MASSAGIC 
creation. And no wonder! Gracefully shaped 
and styled, on the smart, new FASHION last, 
it’s stitched in a low sweep that only the expert 


eyelet bluchers, five-eyelet bals, lined, unlined, 
and elasticized-top slip-ons, Hi-Risers, smooth 
and glove leather styles in crepe soles, and a new 
three-eyelet golf shoe. 


could tell from hand-sewing. Yet it retails at far 
less than the usual hand-sewn price! 


Share in the sweeping demand and sensational 
success of this glamorous new business-builder. 
Get PIN-TUK into your windows and onto your 


shelves, in sizes, soon! 


Carefully spread, in grades, from $12.95 
Olympic retailers to $19.95 MASSAGICS, you 
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custom styling 


BoD 


Here are six outstanding boys and girls styles from Acme’s 
magnificent 1961 line. Authentic western patterns along 
with colorful underlays and stitching will meet the demands 


of every ‘‘cowpoke”’ 


ny ‘ a 
Rainbow” Jr. 
Style 480 

. for boys and girls 
Custom stovepipe with colorful 
contrasting stitching. “‘Needile- 
Point’ toe last. Straight Wall 
“Dogger” heels. Fully leather 
lined. Oak Bend outsoles. 
Goodyear Welt construction. 
Sizes 842 through 6, *'B"’ and 

D” widths 


COST TO YOU 
Sizes 8% through 3 $6 
Sizes 342 through 6 


in your community! 


Sizes 8} 
Sizes 3! 


custom features 


"War Eagle” Jr. 


Style 400 

. for boys and girls 
Overlay Eagle design with con 
trasting stitching on higher 
shallow scallop top. Custom 
toe last Cowboy heels 
Leather leg linings. NEOLITE 
outsoles. Goodyear Welt con- 
struction. Sizes 8% through 
6, **B"' and “D"’ widths 


COST TO YOU 
$5.90 
$7.80 


2 through 3 
2 through 6 





“Golden Angus” 


Style 2700 
. for boys and girls 
Steerhead"’ design with color- 
ful underlays and stitching. . . 
touch of Gold in horns and 
jaws. Custom Narrow toe last 
Medium Cowboy heels. NEO- 
LITE outsoles. Goodyear Welt 
construction. Sizes 84 through 

6, ‘'B" and *‘D” widths 


COST TO YOU 
$4.75 
$5.95 


Sizes 8% through 3 
Sizes 3% through 6 


Sizes 8% 
Sizes 3% 


“Drover” Jr. 


Style 1722 
. for boys and girls 
Scuff and Scratch Resistant. 
‘Ruff-Out" Retan leather foot 
Full-grain Retan leather top 
Leather leg linings. NEOLITE 
outsoles. Custom toe last 
Cowboy heels. Goodyear Welt 
construction. Sizes 8/2 through 

6, “B’’ and “‘D" widths 


COST TO YOU 
$5.90 
$7.80 


through 3 
through 6 





“Hondo” Jr. 


Style 9530 

. for boys and girls 
Custom Ranch styling with 
**Hondo"’ toe last, Straight Wall 
**Dogger’’ heels. Leather lined 
leg. NEOLITE outsoles. Good- 
year Welt construction. Sizes 
8% through 6, **B"’ and “‘D 
widths 


COST TO YOU 
$5.30 
$6.50 


Sizes 8% 
Sizes 3'%2 


through 3 
2 through 6 


ACME BOOT 


CLARKSVILLE, 


WORLD'S LARGEST BOOTMAKERS 
bean eis 





Sizes 84% through 3 


The “Fence Rider” 


Style 900 

. for boys and girls 
Shallow dip top featuring 
colorful inlay pattern with 
beautiful contrasting stitching 
Medium toe. Low Roper heel 
NEOLITE outsoles. Goodyear 
Welt construction. Sizes 8 
through 3, “B"’ and ‘‘D" 
widths 


COST TO YOU 
$4.15 





COMPANY, 


TENNESSEE 


Inc. 





See you at the 


NATIONAL SHOE FAIR 
Fontainbleau Hotel 
Rooms 648-650 
Miami Beach, Florida 


September 21 and 22, 1961 
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STAR 


$5-$6-$7 SHOES In stock - Same day service 


Blue Star Shoes, Inc., Manufacturers, 
5 Franklin St., Lawrence, Massachusetts 


How. 
straight 
is an 










re RO 





For a smallish hunter 
with a biggish imagination 
“almost” is good enough. 
For a smallish brand 
with a biggish reputation 
“almost’”’ will never do. 
Critical selection of materials 
to rigid quality standards 
is one reason Blue Star stands 
alone as the prestige shoe 
in the booming middle market. 
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WASHINGTON ALERT ., cconce anxes 


NATIONAL NEWS WITH AN EMPHASIS ON SHOES 


The FTC report 


The Kennedy Administration is 
about to answer a very hot ques- 
tion: Is there any deception in 
the making and selling of shoes? 

A Federal Trade Commission 
staff report, now being studied 
by the five FTC commissioners, 
says, in effect: ‘Yes, there is a 
certain amount of deception in the 
way some shoes are made and 
marketed.” 

The report backs up this con- 
tention by quoting from about 100 
consumers, selected at random, who 
told FTC investigators what they 
thought about the shoes they’d 
bought in recent months. 

Some of the consumers _ inter- 
viewed were outspokenly critical, 
especially about the use of cellulose 
products in shoe construction. But 
others believe they “got about what 
they paid for,” and that shoes are 
still a good buy in today’s market. 

What will the FTC do, if any- 
thing? The commission may simply 
ignore the staff report. Or it can 
go to the other extreme and seize 
upon some of the consumer com- 
plaints cited in the report as 
“proof” that a national shoe label- 
ing law is now needed. 

But a third and middle course 
is more likely: The commission 
may call upon shoe manufacturers 
to adopt a voluntary code of guides 
or standards relating to the pro- 
duction and sale of shoes. 

For example: It may be that 
manufacturers will be called upon 
to stamp LEATHER on leather 
outersoles, or on the uppers, or 
perhaps to indicate the presence 
of nonleather materials by a label 
or tag reading “cellulose innersole’”’ 
or some similar language. 


No labeling bill yet 


Wilbur Gardner, the Medford 
(Oregon) shoe rebuilder, continues 
to press for a national labeling law. 
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Mr. Gardner believes consumers 
want and need a label on every 
shoe listing all the materials used 
in the construction of the shoe. 

Manufacturers retort that such 
a law would impose a costly and 
meaningless nuisance upon their 
operations. 

No member of the present Con- 
gress has yet introduced a bill 
calling for labeling. 

Rep. Edwin R. Durno (Oregon 
Republican), who represents Med- 
ford and southwest Oregon, re- 
iterates that he won’t decide 
whether or not to sponsor a labeling 
law until he learns what the 
Federal Trade Commission has 
found about consumer attitudes. 


Shopping centers 


There’s fresh talk in the Senate 
over ways to help small merchants 
find rental space in shopping cen- 
ters. But there is disagreement 
over whether or not the federal 
government should be telling the 
owners of shopping centers whom 
they must pick as tenants. 

Small Business Administration 
Director John E. Horne points out 
that a law guaranteeing rent to the 
shopping center owners would 
certainly remove the timidity of 
the owners in renting to inde- 
pendents. As matters stand now, 
the owners prefer to rent to chains 
and other large firms having high 
credit ratings. 

Sen. Hubert Humphrey (Minne- 
sota Democrat) and others believe 
the government should help smaller 
merchants gain floor space in shop- 
ping centers by reinsuring or 
guaranteeing their minimum yearly 
rentals. But other senators point 
out that this could work a hardship 
on other tenants, whose rental 
would not be guaranteed. Further, 
it puts the government in the 
position of telling the shopping 
center owners how to run their 
business. 


Will steel lead price rise? 


The Kennedy Administration is 
trying hard to talk the steel in- 
dustry out of increasing prices. 
The White House fears that higher 
steel prices would be the green 
light for every other industry and 
trade to advance prices. 

Price-wise, the steel industry is 
on the spot. There has been no 
general price advance since 1958. 
But costs — particularly wages — 
have risen considerably in this 
three-year period. Steel wages have 
risen by more than 40 cents an hour 
during this time, and another rise 
of 12 cents is due in October. 

But Sen. Kefauver, acting as 
chairman of a Senate monopoly- 
investigating subcommittee, has 
served notice on the steel industry 
that he opposes higher prices, and 
will reopen his investigation of the 
steel industry promptly if prices 
are raised. 


NSMA reviews price indexes 


The government’s reports on re- 
tail shoe prices are giving the 
public a false impression, Congress 
is told by the National Shoe Man- 
ufacturers Assn. 

NSMA’s Iver M. Olson, in a 
statement sent to the Senate-House 
Economic Committee, reminds the 
Congress that the government’s 
consumer price index is behind the 
times. 

“The index of factory values 
has remained fairly constant, while 
the consumer price index has 
soared,” Mr. Olson points out. And 
the consumer index receives wide- 
spread publicity, whereas few per- 
sons are aware of the relatively 
stable prices at factory level. 

The solution, Mr. Olson says, 
is to prepare a new index of foot- 
wear prices which would be based 
on average factory value, with 
adjustments for retail markups and 
inventory changes. 





money...fit more 


This big 2 color advertisement 
appears in Parent’s Magazine 
for September. 


You are always “Open to Buy” 
when you sell the Tingley Line. 
Your reserve stock is carried by 
conveniently located Tingley 

Distributors who are prepared 
and anxious to give you fast 
service. This means far greater 
turnover and a much better 
profit. ® All Tingley Rubbers 
and ‘Boots are molded in one 
piece. No plastic or other 
substitute material is used. 
This basic advantage is 
described to over eighty 
million people by Tingley 
National Magazine 
advertising. 
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shoes better...with 7/, the inventory... 


This full page, 

2 color advertisement 

appears in 

Reader’s Digest TINGLEY 


for September. CHILDREN’s 
pte RUBBERS 


in red, br 


Own 
6% through a nd black 


8M 4 from $2.25 
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TINGLEY MOLDED RUBBERS vs LINED RUBBERS wneley Clasur 


“On-€asy-off” 
Il Othe rs 





42 sizes replace 146 sizes in lined rubbers 





Store Store 
selling selling 
To cover Tingley Lined 
Style shoe sizes Rubbers Rubbers 


Child's Rubber 64% to 12% 4 
Youngster’s Rubber 12% to 4 3 
Boy’s Rubber 4to7 2 
Child’s Closure Boot 5 to 13 4 
Youngster’s Boot 13 to6 3 
Men’s 10” Boot 6% to 13 4 
Men's Knee Boot 6% to 13 4 
Hi-Top Work 6% to 13 4 
Storm Rubber 6% to 13 4 
Sandal 6% to 13 4 
Clog 6% to 13 4 
Ladies’ Foothold 4to9 2 


TOTAL |. 5, 2 


When you sell Tingley with 
“Back-to-School” shoes, you get 





the business. After the rains come, 


*To get satisfactory fit medium and wide lasts and half 


sizes are required. mothers will hastily shop anywhere! 











TINGLEY RUBBER CORPORATION +¢© RAHWAY 6, NEW JERSEY 





Whats the big secret in Shanks? 
EXPERIENCE! 


Because shanks can make or break your shoe styles, cut your profits, jeopardize customer relations. m That’s 
why the expert craftsmanship found in United Shanks is one of the most important single ingredients 
you can put into your shoemaking. Not only the best shank, but the RIGHT KIND of shank for 

your particular type of shoe . . . to give it the character, the fit, and sales curve you want. Intimate 
knowledge of shoemaking is vital, too! It is the reason why United Specialists can apply many “tricks 
of the trade” to help you get hidden value out of every shank you buy! m Make sure you’re getting 

the most out of your shanks, now, by calling United for a survey of your shank styling. Contact 

your local United office or write direct. United Shoe Machinery 2 


Corporation, 140 Federal Street, Boston 7, Massachusetts. 
SHANKS 


A COMPLETE SHANK LINE—ALL TYPES OF STEEL, COMBINATION AND WOOD 
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DATES 





Major markets .. . 


National Shoe Fair, National Shoe Manu- 
facturers Assn. and National Shoe Retail- 
ers Assn., Fontainebleau, Barcelona, 
Seville, Sorrento and Montmartre Hotels 
Miami Beach, Fla. Sept. 24-27 
Shoe Show of America (formerly Popular 
Price Shoe Show of America), National 
Assn. of Shoe Chain Stores and New Eng- 
land Shoe and Leather Assn., Hotels New 
Yorker and Sheraton-Atlantic, New York 
Nov. 5-9 
Allied Shoe Products Show, Fall-Winter 1962, 


New York Trade Shoe Bldg., New York 
Dec. 3-6 


... and keep in mind 


Designer Shoe Guild, Advance Spring Open- 
ings, members’ showrooms, New York 
Week of Aug. 7 
National Shoe Travelers’ Assn., Annual! Con- 
vention, Casablanca Hotel, Miami Beach, 
Fla. . Sept. 21-22 
Market Research Institute, National Shoe 
Manufacturers Assn., Delano Hotel, Miami 
Beach, Fla. Sept. 21-22 
Canadian Shoe and Leather Fair, Shoe & 
Leather Council of Canada, Sheraton 
Mt. Royal Hotel, Montreal Oct. 1-4 
Midwest Shoe Travelers’ --. Spring Shoe 
Show, Palmer House, Oct. 1-4 
Dallas Spring Shoe Fair, Se a spon- 
sorship, Dallas Trade Mart, Dallas..Oct. 1-4 
Ohio Shoe Travelers Club, Spring Shoe 
Fair, Deshler Hilton Hotel, Columbus, O. 
Oct. 8-10 


West Coast Shoe Travelers' Associates, 
Spring Shoe Show, Alexandria, Biltmore 
and Sheraton West Hotels, Los — 

ct. 

Boot and Shoe Travelers' Assn. of New 
York Inc., Annual Shoe Show, Mid-Island 
Inn, Westbury, L. I. te) 

Pacific Northwest Shoe Travelers, 

Spring Shoe Fair, Olympic and New 
Washington Hotels, Seattle .... Oct. 15-17 

Southeastern Shoe Travelers, Inc., Spring 
Shoe Show, Dinkler Plaza, Henry Grady, 
Piedmont and Peachtree - on - Peachtree 
Hotels, Atlanta ..... ...... Oct. 15-18 

Mountain States Shoe Travelers Assn., 
Spring Shoe Market, Albany Hotel. 
Denver .. Oct. 22-24 

Chicago Shoe Show, Nationa! Shoe Manu- 
facturers Assn. ond National Shoe Re- 
tailers Assn., Palmer House and Conrad 
Hilton Hotels. Chicago cdi od cib)s' te Ga 

Tanners' Council of America, Inc., Annual 
Meeting, Edgewater Beach Hotel, Chicago 

Oct. 25-27 

Michigan Shoe Travelers Club, Spring Shoe 
Fair, Statler Hilton and Sheraton Cadillac 
Hotels, Detroit Oct. 29-31 

Southwestern Shoe Travelers Assn., Inc., 
Spring Shoe Fair, Adolphus, Baker and 
Statler Hilton Hotels, Dallas ..Oct. 29-Nov. | 

Dallas Spring Shoe Fair (repeat showing), 
independent sponsorship, Dallas Trade 
Mort, Dallas .. Oct. 29-Nov. | 

Boston Shoe Travelers’ Assn., Spring Shoe 
Show, Parker House, Boston Oct. 29-Nov. | 

Northwest Shoe Travelers, Inc., Spring Shoe 
Show, St. Paul Hotel, St. Paul, Minn. 

Oct. 29-Nov. 

Pennsylvania Shoe Travelers' Assn., Inc., 
Spring Shoe Show, Hotels Penn Sheraton 
and Carlton House, Pittsburgh. .Oct. 29-Nov. 

Indiana Shoe Travelers’ Assn., Inc., Spring 
Shoe Fair, Claypool Hotel, " Indianapolis 
Ind. a ....Nov, 5-7 

Independent Shoemen, Annual Meeting 
New York (hotel to be announced) Nov. 6 

North American Factory Management Con- 
ference and Shoe Machinery Show, Na- 
tional Shoe Manufacturers Assn. and 
Shoe Manufacturers’ Assn. of Canada, 
Netherland = Hilton Hotel, Cincinnati 

May 17-20, 1962 


Foreign... 


Sémaine Internationale du Cuir (Interna- 
tional Leather Week), Parc des Exposi 
tions, Porte de Versailles, Paris, France 

Sept. 8-13 

Italian Shoe Week, Viaevano, Italy ..Sept. i7-25 

Sample Shoe Show, Dusseldorf, Germany 

Oct. 1-3 

Shoes for Spring Exhibition, Footwear Man- 
ufacturers' Federation, Mt. Royal Hotel 
London . Oct. 2-5 

Fashion in Footwear Exhibition, bhecmasie -o 
Hotel, London Oct 
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NEW STUDENT NURSES 


START TRAINING SOON -.- 


They'll want CLINICS 


. .. the shoes graduate nurses wear and recommend! 
Yes, with each new class of student nurses, the Clinic 
dealer gets pre-sold customers who'll buy his Clinics 
all during training . . . all the years they’ll wear white 
shoes! Clinics make life-long friends! 


That’s why Clinic dealers enjoy such steady growth 
in volume . . . fast turnover . . . full profit on every 
pair of Clinics. 


THE 


“In Stock Service’’ 
to get ready for the “student 
a ee nurse rush.”” Sizes 344-12, AAAA-E, 
retailing at 8.95 to 12.95 


THE CLINIC SHOEMAKERS. Division of 


THE JUVENILE SHOE CORPORATION OF AMERICA 
AURORA, MISSOURI 















































Students are demonstrating again... 


. demonstrating that no imitation has been created 
to equal the comfort and styling (not to mention the 
profit) of the original Dunham's Tyroleans®. Don’t be 
foolhardy! Join the profit parade and satisfy the 
masses. Dunham's Tyroleans® arethe only genuine 
Tyroleans®! ‘‘TYROLEANS® Si! IMITATIONS NO!” 


From kindergarten to campus 


Your back-to-school customers are never too 
young to graduate magna cum comfort in 
Dunham's Tyroleans®. Enroll now and win a 
high degree of customer satisfaction and 
profit! Write or call your nearest Dunham's 
sales office. 


(Right) 

BACK-TO-CAMPUS STYLES in- 
clude Dunham's Tyroleans® 
popular 6” boot and oxford, 
sizes 6-13, in butternut, chest- 
nut or black. 


(Left) 

BACK-TO-SCHOOL STYLES in- 
clude Dunham's Tyroleans® 
boots and oxfords — the cut- 
est miniatures ever aw. — 
as small as infant's size 5, in 
butternut or chestnut. 


BRATTLEBORO 
VERMONT 


BRANCH SALES OFFICE & WAREHOUSE: 710 WEST JACKSON BLVD., CHICAGO 6, ILLINOIS 
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sell the American quality 


This is the day and age of the “image.” Tens of 
millions of dollars are being spent annually by 
American business to establish the corporate image. 
Hundreds of millions more are being expended in 
advertising and promotion to sell that image to the 
consumer. Retailers, both large and small, are being 
counselled by marketing authorities, that they must 
build strong store images if they are to survive. 

But, in all this strenuous effort to build the cor- 
porate image and acceptance for their products, 
many American industrialists and businessmen have 
overlooked one of the basic fundamentals for creat- 
ing such a strong image. They have failed to create 
the true image of the superiority of most American 
made goods over those produced in foreign countries. 

It is sad but true that, for many consumer goods 
items, the “made in America” label has more 
prestige and sales appeal abroad than it has at home. 

The seriousness of this situation is pointed up 
dramatically in the results of a consumer opinion 
study conducted by Opinion Research Corp. of 
Princeton, N. J. Opinion Research found that, de- 
spite the campaigns of a few of the industries more 
seriously affected by imports, the consumer shows 
little awareness of the fact that imports are becom- 
ing an increasing problem to American industry. 


American products not pushed 


There is practically no active sentiment or en- 
thusiasm among consumers to “Buy American.” But 
a far more serious consideration to shoemen is the 
fact, disclosed by the study, that there is little ap- 
parent effort by salespeople to push domestic prod- 
ucts over imports. The study found that seven Ameri- 
cans out of ten purchased at least one foreign prod- 
uct. Shoemen will be particularly interested in the 
fact that 21 per cent of the group studied included 
shoes among their import purchases. 

The study also disclosed that there was no pre- 
disposition for or against foreign or domestic prod- 
ucts. Consumers bought on the basis of price, 
quality, workmanship, service and other related 
features, not because of country of origin. 

Shoe industry opinion has held that imports, par- 
ticularly low priced imports, were moving to the 
consumer through non-service outlets. When sold in 
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EDITORIAL 


by JOHN REILLY 


image 


a “service” store it was felt salespeople could and 
did point out the easily demonstrated superiority of 
American made goods. Apparently, this thinking 
must undergo considerable revision. 

The study found that 81 per cent of those customers 
who bought imports from a salesperson said there was 
little or no personal persuasion to buy a domestic 
product. 

This study was made on all types and varieties of 
imports and, accordingly, may not be a true reflec- 
tion of consumer opinion on imported shoes. We do 
know that great quantities of rubber and rubber and 
canvas footwear have been sold over the counter or 
in self-service stores. It is true that department 
stores and shoe stores selling high priced merchan- 
dise have actively promoted the “snob appeal” of 
foreign made shoes. 


Influence on fashions 

It is also true that many of the shoe fashions 
which have been so popular for the past several 
years originated in foreign lines and that foreign 
influences have strongly influenced the fashion pic- 
ture. Some foreign producers specialized in types 
and constructions of shoes which, until recently, 
American manufacturers have not chosen to make. 
All of these factors have stimulated imports of 
shoes. 

But, even in view of these circumstances, the fact 
remains that American manufacturers have failed 
to register a quality image with the consumer and 
with the management and selling personnel in our 
stores. The vastly superior styling, workmanship and 
fitting qualities of American made shoes over most 
imported shoes should make this a reasonably easy 
job for this industry. 

There has been considerable talk about campaigns 
to sell the superiority of American made shoes to 
the consumer. But, there is a more urgent and more 
basic job to be done. It is to convince the retailer of 
the superiority and values of domestically produced 
shoes and to demonstrate to him why it is more 
advantageous for him to sell them. For too long we 
have taken it for granted that merchants accepted 
the superior performance values of American made 
shoes and were promoting them to the consumer. 





LETTERS 


An April Miami show 

I have read with interest your 
column in the June 15th issue (P. 
25) of BOOT AND SHOE RECORDER. 
Naturally, there are several schools 
of thought on this subject—among 
them being the question of disturb- 
ing a successful Shoe Show in St. 
Louis. 

Last Tuesday I attended a meet- 
ing in New York with Merrill 
Watson, Ed McDonald and a group 
from Miami. The subject of having 
an April Show in Miami Beach was 
discussed, and the Florida group 
was unalterably opposed to it. In 
the first place, space that is avail- 
able in September, in many cases, 
will not be available in April. Sec- 
ondly, the rates are higher in April 
and, thirdly, the April Show would 
lack glamor because fall shoes do 
not have the glamor of spring 
shoes. 

I’m open-minded enough to be- 
lieve most of these objections 
could be eliminated if April in 
Miami Beach is for the best inter- 
est of the shoe industry as a whole. 
But I’m definitely certain if April 
in Miami Beach is what they decide 
on, there will be a regional shoe 
show in September in Miami Beach. 
Your column suggests the decision 
will be easy to make—while I be- 
lieve it will be the hardest decision 
that the National Shoe Fair spon- 
sors ever attempted, 

I thought you may appreciate 
learning what the originators of 
Miami Beach Shoe Show think 
about April dates. 

EDMUND J. TRENCH, MNG. DIR. 

NATIONAL SHOE TRAVELERS’ ASSN. 
ST. PAUL, MINN. 





A gap to fill 

I would like to call to your at- 
tention that the shoe manufactur- 
ers could do something to help 
themselves and the retailers. As 
president of the Philadelphia Re- 
tail Shoe Merchants Assn., I receive 
about four requests a month from 
the retail shoe merchants asking 
where they can purchase lines of 
shoes to retail at certain prices. 

These requests come from many 
merchants who attend the shoe 
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shows but somehow cannot get 
around to see them all. It is quite 
hard to make these recommenda- 
tions and I thought it might be 
possible for various shoe manufac- 
turers to place some of their most 
popular styles of shoes and sug- 
gested retail prices in your maga- 
zine. 

Thus, the retailer can write to 
the manufacturer for information. 
This, I feel, is a gap that can be 
filled by the various manufacturers 
in the country. 

STANLEY C. BERGER, PRES. 
PHILADELPHIA RETAIL SHOE 
MERCHANTS ASSN. 

PHILADELPHIA, PA. 


Unnecessary markdowns 

I have just finished reading the 
June 15 issue. There is nothing 
more informative in shoes than the 
RECORDER in its new form. 

Of particular interest is the Edi- 
torial (P. 13) pointing up the stag- 
gering burden of the industry as 
an absence of profits, and the al- 
ways informative article of that 
outstanding projector of ideas, Mr. 
Rossi, he this time treating the 
judgment day for discounters 
(P. $1). 

In the first place I am grateful 
to our Deity that the RECORDER is 
now tackling problems directly and 
calling them by their right names. 
Too, very likely no one has the 
right answers for all people, nor 
will the same answer apply to all 
the problems. 

But one thing is certain, (a) the 
shoe distribution system is sick, 
(b) is getting worse not better, 
(c) present methods, including the 
discount system are not the answer. 

Improved production methods are 
not the answer, cutting prices is 
not the answer, raising the prices 
will never increase profits—except 
with insurance. Reducing quality, 
the most rampant effort today, will 
do more harm than good, and the 
discount store will accomplish noth- 
ing in the industry need. To learn 
to make shoes faster is no answer. 

We all read that the recent 
trip of manufacturers to foreign 
factories brought the comment of 
their advancement over American 
production methods—WHY ? 

No matter what the answer to 
this “why” is—and very likely all 
answers will be accurate. But the 


real problem is why this reason 
(whatever it is) exists in the first 
place. That reason, reversed, will 
be the beginning of improvements. 
Little else will help. 

Unless, beginning July 1st, we 
increase production about 1,000,000 
pairs a week in America, we will 
have a loss in 1961 under the 41 
million pair loss in 1960. 

Another truth we could all ponder 
to our gain is the fact that the shoe 
industry is not a low profit, but a 
high profit industry. It is our fool- 
ish, mammoth and _ unnecessary 
markdowns that are destroying the 
profit system in shoes. 

So long as the shoe industry is 
capable of making 800,000,000 pairs 
a year, and we are selling less than 
600,000,000 pairs, anything done to 
produce more shoes is about as 
needed as the sixth finger on a 


glove. 
HUMPHREY SMITH 


“Clobbered again” 


Good for you! I’ve read your 
“Clobbered Again” piece in the 
July 1 issue and couldn’t agree with 
you more enthusiastically. 

Our last manufacturers deserve 
some criticism, too, for their dis- 
regard of the shape and anatomy of 
the human foot when they create 
a new last. For years they have in- 
sisted that the tip of the last must 
be centered. No matter how broad 
the square or oval toe may be, the 
last will still be extremely uncom- 
fortable if the big toe is bent over 
to the center. 

When the women who have been 
complaining about needle toes start 
wearing our new, flattened square 
and oval toes—and still have their 
toes bent out of place, crunched to- 
gether, and then squashed down 
from the top as well as the sides— 
we may have some screaming that 
even “Dear Abby” wouldn’t be able 
to print. 

I’m no prouder of my sex than 
I am of our industry. If women 
weren’t such darned sheep when it 
comes to “fashion,” they would re- 
fuse to wear deforming shoes. Then 
the whole problem would be settled 
as fast as the sack dress faded. 

ELINOR E. BOHLE 
DESIGNER-CONSULTANT 

NEW YORK 
(MORE LETTERS PAGE 27) 
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Retailing’s urgent problem 


Large and small department stores, specialty, 
variety, retail shops . .. all share the same problems 
and objectives. This was factually pointed up in the 
NRMA survey mentioned in our column July 15th. 








For example, on the question of competition: 68 
per cent of the respondents cited the discount house 
as the No. 1 competitor. Shopping centers by 16.5 
per cent, chains by 12.6, mail order and catalog 
groups by 2.6 per cent. They indicated, too, that 
“the approaching showdown with discount type 
operation is a problem that faces the independent 
merchant. He must develop the ability to operate on 
a completely competitive basis and still retain 
identity as a fashion, quality and service store. 
There is no doubt that the discounters, with their 
six nights per week openings, are a competitive 
threat. The entry of many national firms into the 
discount field also presents new challenges.” 

More consumer in-store traffic, to be serviced by 
better trained and harder selling sales people, is one 
way to meet the challenge. Seventy-one per cent 
of the survey participants suggested they will in- 
crease their in-store promotions and special events. 
They’ll have more fashion shows, colorful and co- 
ordinated displays, heavily publicized special events. 
Customers drawn by such practices can be sold by 
competent sales personnel. 

Retailing’s toughest problems for the balance of 
the year will be: (1) the need for better and more 
adequately trained personnel. (2) expense control. 
(3) competition from discounters. (4) big stores and 
shopping centers. (5) additional wage cost from 
extension of the Federal Minimum Wage Act. (6) 
revitalizing downtown area. 


2.15. Varun, fr, 
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uct slat 
the Doctor 
Ondenred! 


FOR 
NORMAL 
WEAR 
OR... 


EASY 
WEDGE 
INSERT 


Real Boot News! New (Flex-welt) 
construction with full leather mid- 
sole allows wedging of any prescrip- 
tion...accurately and securely, with 
level bottom. No. 166 and No. 199: 
Sizes 3-6, B to EE—6'2-8, A to EE. 


White for Hest Pairs 


VAISEY-BRISTOL SHOE CoO. 
Monett, Mo. 











NAUGATUCK CHEMISTRY MAKES THINGS HAPPEN 


Soles Guaranteed to Outwear the Boot! 


_ yen can buy rugged leather 
»00ts with a sole so tough the 
seller* unconditionally guarantees for one year that they 
will outwear the uppers under any kind of use conditions. 

“Secret” of this remarkable wearability is Naugatuck 
Chemical’s new Paracril® OZO—a special blend of synthetic 
rubber and plastic that has outstanding resistance to oils, 
greases, chemicals, oxygen, ozone. What’s more, Paracril 
OZO can be given any permanent color desired. 


This exceptional new material is but one of the many 
products of Naugatuck Chemistry that is making important 
things happen in all fields of industry...chemistry designed 
to make life more rewarding...manufacturing more efficient 
...farming more productive than ever before. 

Be a partner in this chemistry that makes good things 
happen—write us for more information. Naugatuck 
Chemical, Dept.835, Naugatuck, Connecticut. 


*Ortho-Vent Shoe Company, Inc., Salem, Virginia 


NAUGATUCK CHEMICAL DIVISION United States Rubber 
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INSIDE SHOE BUSINESS 


by BILL ROSSI 


Cut prices: gospel for gullibles 


In business, one of the most powerful and ever- 
present temptations is the desire to cut prices. The 
ancient and obvious motive behind this is that cut 
prices attract customers and volume—and that the 
added volume more than compensates for the lower 
margin. The end result, according to this favorite 
fable, is larger gross and net profit. 

Merchants accept this as mathematical logic. They 
accept it as an innate part of the basic laws of com- 
petition. And now that discount operations are gath- 
ering muscle, many regular merchants are experienc- 
ing the shivers of cold panic. And price cutting, as an 
escape hatch, takes on even greater appeal. 

But this kind of mathematical “reasoning” is sim- 
ply gospel for the gullible. It’s ironic how shrewd, 
mature businessmen can sometimes forget sixth-grade 
arithmetic. Price-cutting as a regular practice— 
quite aside from normal markdowns and special pro- 
motions—is a forest filled with bear traps. 

Let’s say a shoe sells for $10 retail, with a 40 per 
cent markon. The gross profit on 100 pairs is $400. 
If the price is cut 5 per cent, to $9.50, the markon 
falls to 37 per cent, and the gross profit to $350. But 
won’t the cut of 50 cents a pair lure more customers 
and thus compensate with more volume? Theoreti- 
cally, yes. But, actually, how many more customers or 
sales are required to match the gross profit at the regu- 
lar $10 price? Well, it takes 14 more sales—an increase 
of 14.4 per cent of extra business. The challenging 
question: will a 5 per cent (or 50 cent) cut in price 
bring in an additional 14 customers? And even if it 
does, aren’t you simply back where you started from, 
with the same gross profit, at regular prices? 

Let’s jump to a cut of 15 per cent, bring the shoe 


down to $8.50, and now with only a 29 per cent mark- 
on. At this price, the gross profit comes to only $250 
on 100 pairs. To match the $400 gross profit at regu- 
lar prices, the store would now have to show a 60.4 
per cent increase in sales—that is, sell 160 pairs in- 
stead of 100 pairs. And mind you, this simply matches 
the $400 profit. To improve your gross profit by 25 
per cent—that is, bring it to $500—you’d have to sell 
200 pairs instead of 100 pairs. 

Just about any experienced merchant would say, and 
rightfully, that such a goal would be highly unrealis- 
tic. Yet, ironically, hundreds of merchants take such 
blind plunges, never troubling to probe beneath the 
water’s surface to learn about the sharp rocks con- 
cealed there. 

According to the “psychology,” cut prices are sup- 
posed to bring in more customers on the basis of bar- 
gain appeal. But it takes a good piece of cut to do it. 
Not a mere 5 per cent, but usually between 10 per cent 
and 20 per cent. When you reach those kinds of cuts, 
you’re now forced to almost double your sales just to 
stay even with the return on regular prices. 

But the “psychology” can often backfire. A cut- 
price product is frequently held suspect by the buyer. 
“What’s wrong with it?” is a natural question. Men- 
tally, the buyer downgrades the product. 

In nature, there are creatures who consume their 
own young. We regard this with horror. But an even 
more carnal horror is the sight of men who con- 
sume themselves. This act of self-destruction is com- 
mon among businessmen who cut their own lifeline— 
profits—with the fatally sharp edge of cut prices. 

Below is a table that illustrates this more graphi- 
cally than all the words we can write. 





% of Selling 


Cost price cut price Markon 


Gross profit 
on 100 prs. match gross profit at 40% markon 


Increased volume required to 





$6 3 $10.00 40% 
$6 5% 9.50 37% 
$6 10% 9.00 33% 
$6 15% 8.50 29% 
$6 20% 8.00 25% 





$400 

350 14.4% or 
300 33.3% or 
250 60.4% or 
200 100.0% or 100 extra pairs 


14 extra pairs 
33 extra pairs 


60 extra pairs 
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Champion NOCONAS Named for Champions 


Men who know horses recognize the beauty and serviceable perform- 
ance of champion cutting horses. Men who know boots rate them for 
their beauty, comfort and service. 


It is fitting that three of NOCONA’S distinctive, durable, 
in-stock styles be named for three of the world’s out- 
standing cutting horses—Slats Dawson, Booger Red and 
Poco Lena. 


“SLATS DAWSON'> 


Style 1093 Named for the 1958 

world’s champion cutting horse ne 

. . . and still a champion in the “” u 

NOCONA line. Made of im- SLATS DAWSON ‘ 
. ge Owned by George Pardi, 

ported Baby Calf in Benedictine tteatiia: Sennen, Widen 

color with analine finish — 12- “er pr ora 

inch top — hand-made toe with sipeton : 

“big whiskers” stitching. 


MO ME 28 ME BEES SS SES SG ki 0a 


Style 1130 Recently designed in honor of the 1960 world’s 
3 champion cutting horse . . . in Nocona’s new Red Sand color 


. . 12-inch top made of Kid and the vamp made of Calfskin. 
Has double medallion stitching on hand-boxed toe. (Also made 
in Black — Style 1131, “Black Stallion.” ) 


=~ “BOOGER RED” 
\, Owned by Manuel Kulwin, 
Chicago; Ridden by 
L. E. Shawver. 


AY & MS HE A MUS MM MM 4 85 2 &”_ “5 SE BE ELAS BE 8 


"POCO LENA‘ > “POCO ac 


Style 1133 A handsome, new style honoring : 
“Poco Lena”, 1960 reserve world’s champion = shone 
cutting horse. The 12-inch top is Black Kid, while Longview, Texas. 
the vamp is made of Benedictine colored Kan- ‘ 

garoo. The hand-boxed toe is decorated with 

double medallion stitching. 


IN STOCK FOR 
FAST DELIVERY 


Each has NOCONA'S 
Patented Thin-Line 
CUSHION SHANK. 


NOCONA BOOT CO., ENID JUSTIN, President NOCONA, TEXAS 
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VOICE 
ital) 


“The prime responsibility of all 
executives, regardless of how busy 
they may be, is good human re- 
lations. In fact, the human element 
is the most important factor in 
the sales equation,” says CHARLES 
B. ROTH in his book, “How to 
Manage and Help Salesmen.” 


* & * 


“Buy light. Buy right. Buy of- 
ten.” That’s the philosophy which 
GEORGE BROWN of Newman’s 
Shoe Department in Green Bay, 
Wis., subscribes to. “Selling should 
be mixed with pleasant conversa- 
tion, sunny situations and a defi- 
nite lack of high pressure,” he 
says. 

They have an interesting sale ap- 
proach: Never carry merchandise 
over from one season to the other 
or one year to the next unless it is 
staple. Sales must be sincere and 
definite and are held twice a year. 
First pair of shoes at regular price. 
Second pair at a dollar. This sale 
quickly followed by first pair of 
shoes at regular price, second pair 
for one penny. Prior to these two 
sales, customers on private mailing 
lists are given three days advance 


notice. 
* & & 


For free. . . if 
In the men’s shoe department at 
Krupp & Tuffly’s downtown store 
in Houston, there is a sign that 
reads: : 
“Tf our salesmen fail to suggest 
men’s socks, you get a $1.50 
pair free.” 
JOE SIRAGUSA, manager of the 
department, reported: “In the ten 
months since the sign has been 
up, we’ve had to give away only 
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about 20 pairs. But we’ve really 
sold a lot of socks. Approximately 
350 pairs a month.” 

* & & 
Moscow style note 
A Reuter’s dispatch reports that 
the Soviet Union has placed an 
order with a Norwich, England, 
leather factory for 10,000 pairs of 
bows for women’s shoes. By re- 
quest, all the bows are to be dark 


Sincerity and honesty 


DANIEL WATERWALL, salesman 
in Burt’s Shoe Store in Houston, 
who recently received the Edison 
Brothers golden Oscar, says: “The 
main thing in selling is to be sin- 
cere.” In his sales approach, he 
starts off with casual talk, sizes 
up the customer. Then brings out 
several styles. When she has made 
her shoe selection, he suggests a 
handbag, polish, bows. 

“If I were to try to sell a customer 
a wrong size, simply to make a 
sale and if the shoes hurt when 
she wore them, she would never 
come back. We would lose a cus- 
tomer. I believe in being honest 
with the customer and this, in 
turn, builds confidence in us.” 


& & & 


Recipe for relations 


A thumbnail course in human rela- 
tions: Five most important words: 
“T am proud of you.” Four most 
important words, “What is your 
opinion?” Three... “If you please.”’ 
Two... “Thank you!” Brings us 
down to one and the least important 
word: “I.” 

“There are two kinds of discon- 


tent in this world: the discontent 
that works and the discontent that 
wrings its hands. The first gets 
what it wants, and the second 
loses what it had. There is no 
cure for the first but success; 
and there is no cure at all for 
the second.” (Gordon Graham) 


+* @& @ 


“If a man has ever bought a pair 
of shoes at Battelstein’s, we have 
his size; and it comes in mighty 
handy, especially for Father’s Day 
or holiday promotions,” says JACK 
W. HUMPHRIES, manager of the 
men’s shoe department at Battel- 
stein’s in downtown Houston. 

The department ran a “Father 
loves loafers” promotion. Results 
were good, said Mr. Humphries; 
and he attributed it, unquestion- 
ably, to the card file because, in 
most cases ... wives and offspring 
who wanted to surprise Dad with 
loafers (or shoes) for the gift- 
giving holiday . . . didn’t know the 


Names and sizes of 40,000 persons 
are in the card file . every 
customer who has ever bought a 
pair of men’s shoes at downtown 
Battelstein’s. 


et & & 


“Every sales manager wants his 
men to top quotas; but far too 
few are willing to shoulder the 
responsibility of developing cre- 
ativity and getting action from 
their men. Today’s competitive 
marketing picture requires man- 
agement to be ready to stand up 
to the challenge of sales trends 
in order to get better results.” 





turn it over... 
look behind it, too 


This is “Winky” . . . a Miracle Tread shoe. 


The fastest growing line in the volume $10.99-$12.99 
middle-of-the-road market, Miracle Tread packs a 
Sunday punch . . . every day! 


If you're a Miracle Tread retailer, you know—for fit, 
fashion, the quality look and feel that say “more for 
the money” to your customers—Miracle Tread shoes 
talk the language you love: fast turnover . . P-R-O-F-I-T. 


But there’s more to the Miracle Tread story. There’s 
in-stock service that can’t be beat, the kind that gives 
you quick turnover on a minimum investment—the 
more you turn, the more you earn. Full 5% discount 
on all orders and reorders. A company that’s working 





for you, giving you every needed type for the most 
complete and profitable coverage of this great market. 


PLUS co-op advertising, to help you pull in more cus- 
tomers at half the cost. Timely displays, mat ads . 


and much more. 


Want to hear more? You'll find the Miracle Tread man 
has the retail profit point of view. 


Wracle Fea 


Another Conslant Jamnover product of Craddock-Terry, Lynchburg, Va. ¢ N. Y. Sales Office, 112 West 34th St. 


manufacturer 
with the 
Retail 

Point of View 
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“The key to success is people” 


“Firemen, firemen save my 
child” wasn’t just a figure of 
speech to Phillip Raiford on 
the night of April 17, 1960, 
when a consuming fire raced 
through the Memphis Chicks’ 
Baseball Park. Possibly, a more 
apt phrase would have been: 
“Firemen, firemen save my chil- 
dren’s shoe store,” for his shop 

PHILLIP RAIFORD was right in the heart of the 
flames that caused over two million dollars damage 
and totally destroyed a city block, including the 
ball park and surrounding shops. 

Phil arrived at the disaster scene after the first 
alarm. His store was insured. That wasn’t what 
worried him. Nevertheless, he had a most serious 
problem. Locked in the store were $10,000 worth of 
sales slips for shoes purchased on credit during 
the pre-Easter selling season. These (the only rec- 
ords of the transactions) were not insured. No won- 
der he tried to wheedle and cajole the Fire Chief 
into letting him get through the fire lines but it 
didn’t work. Finally, Phil spied Henry Loeb, Mayor 
of Memphis, and told him of his predicament. 
Mayor Loeb was most sympathetic and after making 
certain that no one would be endangered, arranged 
a fireman escort and Phil retrieved his valuable 
records. 


Dedicated men 


Both L. J. Hudson, who has been with the com- 
pany for twelve years (and now manages the down- 
town store), and Z. H. Zachary (manager of the 
Madison Store), with nine years of service, worked 
side by side with Phil all through the night. 

This is the stuff that dedicated men are made of 

. a sense of responsibility and obligation to cus- 
tomers, resources and the industry. Herbst Shoe 
Mfg. Co., makers of Child Life shoes, recognized 
these attributes and, as it has been their policy to 
cite one of their 1700 dealers in the U. S. for extraor- 
dinary contributions to shoe retailing and foot 
health, they awarded the Herbst Trophy to Raiford’s 
as “The Shoe Store of the Year 1960-61.” 

This is one more accolade earned for a life well 
spent in shoes. Actually Phil started in the shoe 
business in 1939, with Richard Wendt, a pioneer in 
orthopedic footwear. He learned the shoe business 
from the bottom up .. . stock boy, every operation 
of shoe construction, selling. 

In 1948, at the age of 28, he decided to go into 
business for himself. Except for the war years, he 
had worked for Memphis retailers, fitting orthopedic 
footwear. From his experience in working with 
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Memphis doctors on foot problems, and from his 
own knowledge of the consumer need for orthopedic 
shoes, Phil was certain that a store devoted to foot 
health could be successful. He opened the first Rai- 
ford’s on the eleventh floor of 81 Madison Ave. in 
downtown Memphis. Fitting orthopedic shoes by 
himself, in the 16 by 20 ft. shop, he was able to 
do $25,000 in sales that first year. In 1949, L. J. 
Hudson became associated with the firm and to- 
gether they did $40,000. The next year, he moved 
to a larger shop on the twelfth floor. Z. H. Zachary 
and a receptionist joined the firm; and business more 
than doubled, to $90,000. 


More expansion 


By 1953, Phil was ready for some more expansion. 
His next store was pinpointed for the heart of the 
Memphis medical community on Madison Ave. Sur- 
rounded by hospitals, clinics and doctors’ offices, he 
decided to specialize in children’s shoes. 

In 1958, marking his tenth anniversary of shoe 
retailing in Memphis, Phil leased the shoe depart- 
ment in Youngtown, a complete department store for 
children and pre-teens in the city’s Popular Plaza 
Shopping Center. Then followed Raiford’s East, their 
suburban family shoe store, which serves the White 
Station area in East Memphis. 

“The expansion problem often encountered .. . in- 
creasing overhead and dividing sales,” says Phil, “has 
been kept to a minimum. Our success in this phase 
is attributed to maintaining an outstanding repre- 
sentation of one category of shoes at each store. For 
example: the Uptown store features shoes for adults. 
The Medical Center store has a complete orthopedic 
service for children. The Youngtown leased depart- 
ment features a complete juvenile stock of regular 
shoes in both style and basic types. 

“Our fitting philosophy is quite simple. Each 
salesperson is first given a training program and 
then instructed to fit each customer as he would a 
member of his own family. The training program 
for inexperienced fitters requires two years.” 


Thus, in thirteen years, Phil Raiford has built 
his one-man, $25,000 a year store into a fifteen man 
operation, doing over one-third million dollars 
annually. As to the future and how far he plans 
to go in shoe retailing, Phil says: “The key to suc- 
cess is people. I want to be opening new outlets 
as fast as I can develop qualified men and women 
to manage and staff them. That’s why we place so 
much emphasis on formal sales training. Our goal 
is to make retailing of quality and orthopedic foot- 
wear a career opportunity for the young men and 
women who come to work for us.” 





alias oe Booming Business Is 
Only A Few Weeks Away 
If You Have Plenty Of 
These Smart Shoes In 


Nyto VEL 


THE ORIGINAL 100% NYLON VELVET 








“FRILL” 


ROCKINGHAM SHOE COMPANY 
stocks NyloVel in many patterns- 
two leaders are shown. 


. “FRILL” 8%-12 12%24 4%2-10 Black NyloVel 
“SPORT” 8Y2-12 1242 4 412-10 Black NyloVel 
1212-4 42-10 Loden Green NyloVel 














48 West 38th Street, New York 18, N.Y. 


This is the tag to insist MILLS: U.S.A., France, England, Italy, Canada, Mexico, Brazil and Argentina. 
on for complete customer satisfaction! SALES AGENTS: SHAIN & CO. Boston MANSKE & CO. St. Louis 
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by EVELYN SCHLESS, women’s editor 


Ceiling unlimited for casuals 


The casual look has become part of the life of America and 
the Cold Weather Casual is a natural outgrowth of this trend. 

The American woman lives informally, plays, relaxes, 
travels, drives a car, participates in play with her children, 
lives in Suburbia or Exurbia, works in the city, enjoys sports 
and the great outdoors. 

And to do all this, she wears sportswear. Her wardrobe 
consists of separates with all their multiple subdivisions of 
skirts, pants, tops, sweaters; active sportswear; raincoats; 
party separates and at-home clothes. What does she wear 
on her feet? Anything we offer her, as long as it is both 
attractive and functional. “Casuals” range from sneakers to 
boots to elegant high fashion special shoes, such as the square 
toe alligator loafer by La Piuma shown here. 


The casual trend is 
part of a way of life 
that started in the 30’s 
when _ suburbs’ began 
springing up, the first 
super highways were 
built, and the working 
week began to shrink. 

And that is when sportswear and playshoes, the first of 
the casuals, began to appear. In 1939 the fairly young sports- 
wear industry produced 56,200,000 units of blouses, skirts 
and slacks in Union shops in this country. By 1960 this 
figure had increased more than sixfold to 341,100,000. 

The same thing can be made to happen in the shoe indus- 
try. Every woman who wears sportswear is a potential 
buyer of casuals ... not just a pair or two, but a whole 
casual shoe wardrobe. 

For running morning errands, she needs casuals that 
might have down-to-earth heels, wide square toes; for play- 
ing with her children outdoors . . flat boots, grained, 
brushed or smooth . . . unlined or warmly lined; for shopping 
in town... the newest casual .. . the knee-high boot, made 
in glittering patent or soft calf ... always as slender as the 
leg allows; for informal dining and entertaining, stretch 
boots, mules, sandals or whatever is appropriate for her 
costume. 

This year’s crop of casuals is comfortable, flexible, flatter- 
ing and appealing to women. 

For the retailer, there is fun, growth and profit in casuals. 
There is promotional opportunity unlimited for adventure- 
some spirits, and there are fast rewards for pace setters. 
NOW is the time to jump on the bandwagon! 


= 





oe 





August |, 1961 


Point 
the way 
to extra 
profits 


Ga-lites 
TOE-SHAPERS FOR 
FASHIONABLE FOOTWEAR 


These little shapers — smartly designed 
to protect the latest in pointed toe styl- 
ing — in fresh feminine colors — give you 
big extra profits. Easy to display attrac- 
tively on your counter, easy to add to 
every shoe sale! 

Ga-Lite Shoe Trees are a fine value — 
wonderfully sturdy for all their light- 
ness —real style preservers and shoe 
Savers . . . especially after rainy-day 
wear. Crafted of durable plastic with 
spring steel handles to give firm pres- 

sure against the shank, 
without stretching deli- 
cate materials. (colors? 
Green, Yellow, Light 
Blue, Coral, White. 
Small, medium, large. 
Also available in 
rounded toe design.) 

Ga-Lites are packaged on a self-display 
card to sell themselves off your counter. 
And if you wish, each shoe tree will bear 
your store name, to keep on selling in 
milady’s chamber. 


SPECIAL P.M. PROFITS! 

20¢ EXTRA ON EVERY PAIR! 
That’s what Miller’s P.M. Special gives 
— on top of your regular mark up! Each 
pair bears a P.M. sticker. Twenty-five 
fill a redemption card worth $5.00 to you 
when mailed to us. 

That’s good extra profit, or a sales- 
building bonus for your sales force! 


PRICES Retail $1.95 a pair 


YOUR PRICE $1.17 per pair. Extra 
Miller’s P. M., 20¢. 


STOCK UP NOW! Write 0. A. Miller Today 


0. A. MILLER DIVISION 
1 er 


United Shoe Machinery Corporation 
PLYMOUTH, New Hampshire 


CANADA: Manufactured and distributed by 
Willco Industries Ltd., Montreal, P.Q. 





FOOT-s0-PORT 


SHOES 
By Musebeck 


Ymporiall 


. kangaroo 


As distinguished in appearance 
as it is in wearing qualities, this 
fine-grained leather offers designers 
new dimensions in lightness, 
softness and serviceability. 
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by GERVASE BUTLER, men’s editor 


The shape on the foot 


paces fashion in men’s shoes 


There’s a subtle revolution going on underfoot while we 
engage in small talk about the London Look and the like. 
Next season is too early to see results manifested, but Con- 
tinental designers would seem to have no intention of letting 
their inventiveness in men’s fashions suffer conquest. 

Paris takes a stand with two superlative shoe shapes from 
Carvil, 22 rue Royale. The first is a moccasin adaptation in 
textured, light weight, supple construction. A town-minded 
tie, its three eyelet quarter is cut at an angle that gives it 
a fresh high-riser effect. The squared toe shape, resembling, 
in a masculine way, the Vivier look for women, has plenty of 
toe spring. Perforated and stitched decoration outlines the 
throat, tongue, and follows the toe contour on the upper. 
This comes in brown, with antiquing suggested. 

Carvil also does a sports shoe that follows even more the 
classic moccasin line. This has a high on the instep plug, 
slit to take a buckled monk’s strap and butted square to 
follow the shape of the toe. This has an extension effect 
over the sole not too different from the duck billed look 
Henry VIII liked! 


Across the channel 

Our British cousins have been talking for some time about 
the chisel toe and the oblique line in men’s shoes. Lynn 
Farnol, National Shoe Institute, fresh from London, brings 
word that Peal, McAfee, Tuczek and Oxford Street’s Lilley 
& Skinner reflect this fashion persuasion. 

Here in Columbia the Gem, Florsheim’s (8441) slipon 
with kiltie bib detail and Jarman’s three eyelet (9849) tie 
are both adaptations. For the sporting young, a spade is a 
spade in Endicott Johnson’s (2246) all out slipon version. 


Down in the Boot 

Italy’s boot shape is a singularly appropriate silhouette. 
Her artisans are giving it new luster in men’s footwear ideas 
which seem to know no limit in ingenuity. Gone are the 
days of the shoe which looked as though it were hacked out 
of its hide with the top of a tin can and sewn together by 
loving, but amateur hands. Elegance is the spring 1962 
mode italiano. 

Italy is cramming men’s shoe fashions with designer 
goodies. Big enchantment is concealed elastic goring, old 
hat here. But, the ski-slope toe is new. The flange sole with 
the angled toe is valid fashion. The stacked heel gives fresh 
importance to a shoe area neglected in men’s fashions. Add 
the forepart which tops the tip, instead of vice versa. 
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SAVER 


moves more profitably! 


Every customer is a good prospect 

for SHOE SAVER®, the silicone 
water repellent that keeps feet dry. 
Shoes stay soft, comfortable, new 
looking. Attractively display packaged, 
SHOE SAVER sells itself, sells fast... 
repeats! And you get a full 40% 

... plus PM Plan! 


Nationally Advertised in leading 
magazines — True, Parents, Outdoor 
Life, Field & Stream, Sports Afield! 
Backed by free local promotional aids. 
Order SHOE SAVER from your 
findings distributor now. 


Retail: 4 oz. bottle $1.00 
8 oz. spray $1.59 


Dow Corning CORPORATION 
MIDLAND, MICHIGAN 
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NOTICE 
HOW HARD-BOILED 
CUSTOMERS ARE 
BECOMING ABOUT 
UR 


Watch for the increase in quality-conscious customers this Easter—especially when 
it comes to children’s shoes. The old-fashioned idea that price alone will make the 
sale is like putting all your eggs in one basket. That’s a big gamble for the peak 


selling season. Find out for yourself just how important quality has become. 
Pull Pro-tek-tiv Shoes FIRST for your next six customers. Talk about fit and 
quality features (Pro-tek-tiv has them all) and you’ll find that you have ' 
what parents want. When you step up to quality—your customers 


step into Pro-tek-tiv’s—you step up sales and profit. 


FINE QUALITY CHILDREN’S SHOES SINCE 1882 
CURTIS-STEPHENS-EMBRY CO., READING, PENNA. 


BUILT-IN HEEL EXTRA HEEL oe LOWER OUTSIDE RIGHT AND LEFT 
WEDGE . . . to help TING AID. . QUARTERS . . . no HEELS . . . help 
keep ankles from help hold the iol gap at the sides— give added support 
turning in. in normal position. no slip at the heel. to inner side of foot. 


DIFFERENT ARCH- BREAK-IN DIMPLES FREQUENT LAST 

HEEL HEIGHTS . . . ... provide natural CHANGES .. . twice 

changed twice in rest for the foot. in each size range. 

each size range. Other brands change 
only once. 
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by ESTELLE G. ANDERSON children’s editor 


Extra! extra! sales potentials 


They are not dress shoes. They are not protective footwear. 
They are not in lieu of other shoes, either in stock or in the 
consumer’s wardrobe. No, we’re not playing the “Twenty 
Questions” game. However, we will clue you: They are func- 
tional. They have their own fashion reason for being. They 
have extra sales potentials .. . that is, if properly promoted. 
They can spark young consumers’ interest and excitement, 
too. 


CASUALS. They can be the answer to lagging sales in the 
months ahead. 

Functional . . . They’re all of that! They represent an 
uninterrupted period outdoors, which the kids will love; 
for no matter how hard they play, their feet do get cold 
when temperatures drop. Now, instead of having to go 
indoors or change to warmer footwear, they will be able 
to stay outdoors right up to the last-minute curfew. 

Whether unlined or shearling-ed . . . smooth, brushed 
or pig... ankle high oxford, chukka, low boot or high... 
these Cold Weather Casuals take weather in stride. What’s 
more, they can negotiate the move from outdoors to indoors 
without changing or fussing. Parents will like that. 

Salient fashion points . . . These Cold Weather Casuals 
do not compromise with fashion. They are trim, unclut- 
tered, flexible, lightweight but sturdy. And they are color- 
ful... even in black since, more often than not, the linings 
carry the color accent. 

They are “right” for the outdoor clothes that tots to 
teens wear. Almost a “must” for the snow suits, the cur- 
rent pants craze, parkas or car coats. 

They have inherent selling potentials; represent plus 
sales but they must be effectively promoted. Retailers who 
recognize the advantages and believe in this new concept 
of casual footwear, and pass the information along to their 
selling staff, will find it can mean extra sales . . . because 
parents can rarely resist buying anything that will make 
their children happy. The idea is to make the sales pitch 
for these casuals ring true. 


What to do about it? 


“You can write all you want about children’s shoes,” 
says a consumer, “but the showdown comes when we are 
in the store, actually ready to buy. Every mother wants 
her child properly fitted and she generally has an idea of 
what she wants before entering the store. But here’s the 
rub: With an eight-year-old who has big feet, plus being 
heavy on her feet, shoes are important. I try to buy some- 
thing with support but cute and attractive. That’s hard 
to find in a 6 N. Sure, I could get any number of women’s 
styles in that size but my daughter is only eight years old.” 


What are they? The answer is simply—-COLD WEATHER 


~ 
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Stp Maite 


carries your 
inventory 
. for you 


ee 
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Turn-over 


is made in our 


in-stock 


eee#eees? e 
ee? e 2 

mar 
®eeeenene eee?” 


When you make good 
use of Step-Master’s 
fast fill-in service 
you'll be amazed at 
the amount of 
business you can do 
on a low inventory — 
and how high your 
turn-over will be. 

Try it! 


Steplfailor 


SHOES, inc. 
GREENUP, ILLINOIS 


Manufacturers of children’s shoes in the 
budget price bracket of $3.95 to $5.95 
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TAP TIE 


Covered heel with overtoe tap un- 
attached or leather heel with over- 
toe and heel taps attached. Black 
patent or white leather. 


jc dancing 


“d aughters are on 


" their toes! 


They / want teacher-approved 


ed 


(hea{ricals 


by BERNED 


TOE SHOE 


Pink, black or white satin with 
suede leather tip. Genuine hand 
turned 9 small to 9 large. $3.75 


THEATRICALS 
by Berned have 
won the acclaim 


TAP OXFORD 
All-over genuine black patent or 
side leather for youngsters, boys 
and men. Overtoe taps included. 
82 to 12 (D width a - eX 4 
12% = 2Bé&0D 
2% teo6B&D....... 
o, wire D... 


of professionals, 
Grey & Black Suede 


teachers and 
student dancers. Crafted 
with painstaking care to 

specifications laid down by ballet 

f masters, they offer the functional 
= i design and flawless fit so vital to this 

exacting art. This line covers all your 

dance footwear and accessory needs on 


= 


= 

f 
3 
f 


a rapid in-stock basis at no extra cost. 
MAJORETTE BOOTS 
‘ p Children’s. Misses’, Growing Girls 
for this wanted line in your town. cee: SPs “3 
a Sizes 12'/ to 3.. 
i Sizes 4 to 9 Svan b be <a> 
{ \ Sizes 4 to 9 Littleway.. 5 
Size 10 35¢ extra 


prin KNIT 
LEOTARDS 


Write today. Make your store headquarters 


COMPLETE LINE OF ACCESSORIES 


BERNED SHOE CO. 
207 ESSEX ST., BOSTON 11, MASS. 


Manufacturers © Distributors 
BALLET SLIPPER 


Fine leather, fully 
lined pleated toe. Gore 
over instep. Half sizes 
7 small through 10 
large. N, M and W 


"ent 
STANDARD KNIT LEOTARDS 
Short sleeve, Child's (Sizes 2-14) . .$1.90 


~ white. $1.90 
Short sleeve, Adult's (Sizes 10-20) .. .$1.90 


Men’s 6 te 
DandE .... 2.90 


STREET BALLETS 


All-occasion leather 
Street and evening wear. 
lasted 


5 to 10AA and 4 te 10B 


ballets for 


Black and white leather, 
white satin and silver mesh. 


Sizes 
$1.90 


ACROPATIC SANDAL 
Chrome sole $ .85 
Foam crepe Tr 1.30 
8 small to 9 large 
Colors: Fawn, Black and seasonal 
colors. 


\ First choice of students and 


THEO TIE 


Dressy 14/8 Cuban heel shoe $3.70. 
One-Strap Baby Louis heel shoe 
$3.80. Sizes 3! to 9 M and N 
widths. Sizes 9' and 10, 25¢ 
extra. 


professionais. Spring-knit of 
fine durene yarns, they 
‘give’ with every body 
movement. Talon fastener. 
Elastic in legs. Highly ab- 
sorbent. Black and colors. 
Sh. SI. Child's 2-14...$2.25 
Sh. Si. Adult’s 10-20. .$2.50 
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LETTERS 


Poor caliber salesmen 

Perhaps I will be just a “‘voice 
crying in the wilderness.” Have 
been in the shoe business for 25 
years. I have noted in the past five 
years a decided change in the cali- 
ber of men we are able to attract. 
No longer do we get aggressive, 
clean-cut men applying for a posi- 
tion. Even with al! we have to offer 
a man, we still cannot get the cali- 
ber of men we need. Could it be 
perhaps that the industry is to 
blame? The trend to more and 
more night openings could very well 
be the base of our troubles. ... An 
intelligent young man will natural- 
ly think twice before getting into 
retail today. Why should he spend 
two or three nights per week at 
work, when he can get another type 
position, perhaps paying a bit less, 
but with no evening work? The 
young man of today is thinking in 
terms of a full weekend. 

I do not pretend to know the 
answer. I do know the caliber of 
sales personnel in all phases of re- 
tailing is constantly downgrading. 
Perhaps we should examine care- 
fully the situation before it is taken 
over entirely by peddlers and dis- 
count houses. There still are good 
salesmen in retailing but they are 
being replaced with order-takers 
because good salesmen are becom- 
ing a thing of the past in retailing. 
Can anyone suggest a cure? 

GIL MATTHEWS, V. P. 
YOUTHFUL SHOES, INC. 
DES PLAINES, ILL. 





The Buntee travelers tribute 


Even before I had opened my 
copy of the June 15 issue of the 
BooT AND SHOE RECORDER my at- 
tention had been called to the 
3untee tribute to shoe travelers. I 
wish to thank you for the kind ex- 
pression, especially since it was un- 
expected. 

The RECORDER these days spar- 
kles with keener insight, the ar- 
ticles are instructive, and the range 
of interest has more depth. It is a 
pleasure to read. 

GERRY ALLARD 
MIDWEST REP. BROCKTON BOOT 
& SHOE CO. 
BIRCHWOOD, WIS. 
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by GERALDINE EPP, teenage editor 


The snowballing sneaker 


TIME WAS, when winter came, the tennis shoe or sneaker 
was packed away for another season to come. Not so this 
year of 1961. Rather, the sneaker looms as an important, 
continuing item... a part of the Cold Weather Casual story 
to which so much of this issue is devoted. 

The sneaker’s success 
must be attributed to 
the alert, up-to-the-min- 
ute styles its makers 
have given it. Everyone 
knows how well they & 
have handled color . . . = 
how they kept abreast of the times in introducing a pointed 
toe. And now, here’s the square-toed sneaker . . from 
the Randolph Mfg. Co. The first square we’ve seen, it’s of- 
fered in black, white, beige and purple corduroy . .. the 
latter to go with the magenta and plum tones dominating 
new teenage apparel. 


Bright idea 


THREE CHEERS to the Mishawaka Rubber Co. for 
another bright idea in sneakers. Twelve school color com- 
binations in Red Ball Campus Cords ... serubbable duck 
uppers with contrasting corduroy spat inserts. Phyllis 
Keayes, fashion coordinator, reports their reception has been 
fantastic. Big city stores like Macy’s have bought all twelve 
... L. S. Ayres nine... down to the neighborhood retailer 
who selects one to represent the school nearest him. 

An interesting footnote to this: some campus book stores 
(Illinois and Indiana U., for example) are stocking the 
School Color shoes along with letter sweaters and pennants. 
In some areas, Mishawaka representatives are cooperating 
with local retailers in taking special orders through: dorms 
and sorority houses. 


Lively promotion 


SPEAKING OF SCHOOL promotions, Penobscot Tram- 
peze has a lively one going. Pennants, 6 by 14 in., are being 
made up for retailers at a cost of 10¢ a piece (100 minimum 
order). Local school pennants are being duplicated for what 
promises to be a successful give-away program. Promotional 
streamers, ad mats, publicity releases and radio scripts are 
offered to back up the idea. For a window display, drum 
majorette batons, football helmets and jerseys, cheerleader 
megaphones are suggested props. Drum majorettes and cheer- 
leaders will be used to model Trampeze casuals in many par- 
ticipating retail stores. 

















Another Saga of the Substituting Salesman 


“Never Try to 
Gyp a Gypsy. 
I Don’t Give a 
Toot for a 
Substitute... 

I Want 

Rain Dears!” 


Salesmen who want to please 
people and win friends are 
always quick to display and 
sell America’s most wanted, 
most asked for plastic rain- 
boots, Rain Dears, the rain- 


boots with the built-in sell. 


To make certain that gypsies don’t feel gypped, and 
that all your customers are content, be sure to always 
be safe and follow this sound advice: 


WHEN THEY ASK FOR RAIN DEARS, 
GIVE THEM RAIN DEARS 


America’s most wanted, most asked for plastic rainboots 


LOS ANGELES, 11711 EXPOSITION BLVD., GRanite 8-9893 


LUCKY SALES CO., inc. CHICAGO, 3818 ARMITAGE AVE., HUmboldt 6-7810 


NEW YORK, 47 W. 34th ST., PEnnsyivania 6-5955 
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PATTERN PORTRAIT 


all in the saddle 
































by GERVASE BUTLER 


Old West inspired, this 12-inch stovepipe boot is a striking meld 
of silhouette, leathers and decoration. Complementary stitching colors 
enhance the lustrous richness of the genuine pigskin foot and buckskin 


leather leg. Custom styling features needle point toes and straight wall 
“Dogger” heels, full leather lining. Acme’s Grand Champion. 
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Water 
Resistant 
Goodyear 

Welts... 


eaten -<omnale 
Ore) Ke! 
weather 
Casual 
a wet 
weather 
casual 
too 


Water Resistant Goodyear Welts can give your all-leather cold Contact your 


weather casuals important wet weather selling features. This Good- ee ee 

year welt construction offers water resistance without adding bulk details on Water 
inside or outside the shoe, without adding an ounce of weight. Your re wooed Welts 
casual is ready for the wet outdoors, yet keeps its lightness, good Or write to 


i Saati : said dae Goodyear 
looks and comfort intact for indoor wear as well. Denertanent, 


? a X ain a i wr Sa es ‘ United Shoe Machinery 
Water Resistant Good) ear W elts are suitable for any casual or Corporation, for a copy of 
dress-casual in juveniles’, women’s or men’s — can be adapted to booklet, ““Eight Easy Steps 


any upper without styling changes. to Water Resistant Welts. 
JAinited. 
United Shoe Machinery Corporation, Boston 7, Massachusetts 
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The Cold Weather Casual Look. 
Fake Lam cardigan and pleated 
wool skirt by Mary Blair for Tudor 
Square. Black patent leather ankle 
boots with red lining by Golo Foot- 
wear. Textured country stockings 
by Phoenix. Photo by Pellegrini. 


Introducing an exciting new 
footwear concept: the Cold Weather 
Casual. 

If properly promoted and mer- 
chandised, the cold weather casual 
has enormous potential, not only to 
lift sales but to establish a new 
plateau of per capita shoe con- 
sumption. 

This is an extremely important 
point. The cold weather casual is 
not to be regarded as a mere 
“style’—here today and gone to- 
morrow. If so, then it simply be- 
comes another item of fashion 
turnover, replacing other types of 
footwear, rather than serving as a 
supplementary shoe to the ward- 
robe and an extra pair. 


A fresh concept 


Thus, the cold weather casual 
must be launched, promoted and 
merchandised as a fresh concept in 
the footwear field. 

As a concept, the cold weather 
casual is not necessarily a boot, nor 
is it necessarily a heavy shoe. It is 
basically a fresh functional fash- 
ion. As a fashion it can have count- 
less adaptations—from low shoe to 
three-quarter or full boot. It can 
be light, medium or heavy looking. 
It can be colorful or somber. It can 
be of a variety of materials, un- 
lined, plain-lined or shearling- 
lined. Its styling treatments are 
unlimited. 

But most important of all it 
must be functional. It is a fashion 
tied in with a seasonal interest. It 
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A NEW MERCHANDISING CONCEPT 





The cold weather casual 


The cold weather casual is not a mere style; it’s 
a fresh functional fashion with unlimited possi- 
bilities in styling treatment. 


must have purpose value. If it’s 
simply another fashion, it becomes 
a replacement item with no net 
gain. If it is seen as a functional 
purpose item, then it becomes an 
extra purchase because it fills a 
need or want. It’s based on the 
simple premise: give the product a 
reason for being, and you give the 
customer a reason for buying. 

Functional fashion is the “rea- 
son for being” for the cold weather 
casual. 

It can be summed up succinctly: 
FIRST SELL THE CONCEPT, 
THEN SELL THE FASHION. 


The real potential 


Nothing is more logical than the 
cold weather casual. We have 
spring shoes, fall shoes and sum- 
mer shoes. For winter or cold 
weather we have only foot cover- 
ings—footwear with emphasis on 
protective values, or make-do use, 
but with very little accent on fash- 
ion appeals geared to a specific sea- 
son and functional application tied 
in with fashion. 

The cold weather casual is not 
designed primarily as a ‘dress 
shoe.” But it nevertheless can be 
worn for a variety of daytime uses. 
However, it’s primary appeal is for 
a multitude of outdoor uses that 
apply to the full range of dress, 
casual and leisure wear. 

It is the same versatile shoe 
for winter use as the common 
spring-summer-fall casual for 
warmer weather use. 

Now, let’s take a factual look at 
what this new concept can do, po- 
tentially. The key word, remem- 
ber, is “concept.” We are primarily 
selling a new type of shoe, rather 
than a new style. This makes a tre- 


mendous difference to its future. 

Historically in shoe _ business, 
the only time per capita shoe con- 
sumption has shown a rise is when 
a new concept or type of shoe has 
been introduced and accepted. Style 
turnover alone does not increase 
per capita consumption. Each year, 
some 80,000 to 100,000 new shoe 
“styles” or patterns are introduced. 
But per capita shoe consumption 
changes little or none, and some- 
times even falls. Obviously, style 
turnover alone is not the answer. 

And this is the great promise of 
the cold weather casual. 

It is a new functional fashion. 

It is a new basic type, a new con- 
cept. 

It has a reason for being. 

The cold weather casual is highly 
versatile from a styling standpoint. 
It is versatile also because it can 
be designed in men’s, women’s and 
children’s shoes. 


It’s a natural 

The very term “cold weather 
casual’ has sell-appeal. The spring- 
summer casual is already widely 
accepted as a “reason-for-being” 
shoe. Thus the idea of a “casual’’ 
is already pre-sold in the consumer 
mind. And now, applied to a spe- 
cific seasonal use, the term “cold 
weather casual” is a natural. To 
the consumer, it makes sense. 

From the shoe industry’s stand- 
point, there’s plenty of sales sense 
to the cold weather casual. It’s not 
an all-round shoe. Hence, when 
purchased it’s done so with specific 
or special uses in mind. It doesn’t 
replace or supplant other basic 
shoes, such as the dress footwear 
for women, or business-wear shoes 
for men. It’s an extra. And this is 
where its sales magic lies. 
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Drawings by ELLY NORDEN 
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_. the new cold weather casuals 


by EVELYN SCHLESS 


This new concept in footwear can mean 
increased sales figures. All it takes: 
promotion, display and sales training. 


Cold Weather Casuals are basically 
functional. And many are designed with 
a specific purpose in mind. But the fac- 
tor that makes them such potential sales 
getters is their smart new look. 

Every important facet in shoe fashion 
is well represented . . . new heels, toes, 
colors, leathers ... with an extra dash of 
excitement and gaiety to make them right 
for the casual sportswear look. 

The simplicity of ready-to-wear, es- 
pecially the short skirts, is the perfect foil 
for this new concept — Cold Weather 
Casual. 

There is the sleek and shiny look of 
‘“newsy” patent leather ; brushed, grained 
and smooth leathers; hair calf, reptiles, 
combinations . .. on low or stacked leather 
heels . . . with square, oval or pointed toes 
... lined or unlined styles for every kind 
of weather. 


Patino’s Sweet Kid demi-boot has bright 
fleece lining, stacked 4/8 heel, square toe. 

Black patent “skeet boot” with white 
stitching, side zipper on black Cello sole. 
By Capezio. 

Sandler’s “picket fence” ankle boot with 
elastic inserts. In black or red Maracain, 
otter Sweet Kid. 

Brushed pig one-eyelet casual with 
ribbed rubber sole, square toe. By Town & 
Country. 

Ankle boot of brushed leather with tie 
closing. By Oomphies. 

Piccolino’s chukka boot with 12/8 
stacked leather heel. 

Golo’s high boot with the look of patent 
— has red Borg plush lining, Avon 
sole. 








August !, 1961 





...and for the men in the fami 


Mr. Capezio makes a side- 
zipped skeet boot in tobacco 
brushed pig with black cello 
sole and spring heel. 
Jags Unlimited, Inc.,  inter- 
prets the car boot in_ its 
wT > ¥-\ Ven EN ee Fb Turtleneck combine of frankly 
a: ’ ¥ + : fake Persian and Scotchgard 


tsuede, shearling lined. 


The cold weather casual suggests a 
ee new sales theme; it suggests com- 
Leverent' ring neck boot QR oS fort, good looks and status. 


shows a sporty black and 

red Hudson Bay nylon lin- 

ing. Quilon treated beaver a“ [22s 

ee ee eee — meee |S a Men’s heads and their feet are closer together 
than most people think! Men used to buy hats the 
way they still buy shoes, as a chore, for weather 
protection, because they were a habit. When the 
hat industry decided to make a little fashion excite- 
ment, seasonal sales took on new life. We are round- 
ing out one of the best straw summers in years! 

Men LIKE shoes, according to the researchers in 

motivations and manners. They definitely like foot- 
wear that gives them a reason to buy it. The Cold 
Weather Casual provides, in its broad variety, ex- 
actly that profit occasion. It suggests comfort. It 
features good looks. It creates status by associa- 
tion with top level sports and leisure. It is a sure 


sale! 


Weinbrenner's Wood-N- 
Stream insulated boot comes 
indoors too. Light weight and 
its Vylyt sole match the com- 
fort of its soft leather. 


Bates’ Knock-a-Boot is a hand- 
some cactus color, features 
genuine shearling lining and 
collar, Floater construction. 


Dunham's Tyroleans 
are casuc! classics. 
This butternut glove 
oxford fectures the 
patented Du-Flex 
Cush-N-Crepe sole. 
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| Round-the-clock profits 


Cold Weather Casuals can very well be the around ® Reading clockwise: Endicott Johnson's 
the clock approach to profits, if properly promoted. shearling lined olive green boot. 
They’re a new concept of footwear that can put the Grow Right's russet brown Jodhpur type. 
stimulus and excitement into selling. “Extra! Extra! Kali-sten-iks gray suede high oxford. 
ie . - Trimfoot's Baby Deer boot. 

Sales Potential” is how we describe them in our fash- Cl ' . 
: assmate's fully-lined 4 eyelet oxford. 
ion column. We think they have a reason for being Step Master's Acrilan ''fur'’ lining boot. 


... are functional and serve a fashion purpose. Five Star's two eyelet, shearling lined boot. 
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A knitted cuff tops Penaljo's 
cozy sueded boot. Note 
creped wedge and sole. 


Scotchgard velvasheen is 
used for a fleece-lined boot 
by Tony Ryan for Buskens. 


Cover Girl's Bearcap, a one- 
eyelet tie bootie of unlined 
grain calf with crepe sole. 


The Eskiloos wrap-around... 
U. S. Keds’ offering in nylon 
suede with fleece lining. 


Chill chasers for teens 





by GERALDINE EPP TEENAGERS ARE LIKE POSTMEN. 
Come snow or slush or bitter cold, the weather 
will not deter them from their appointed 
rounds. They’ll still “stroll” to and from 
classes with their schoolmates ... go out to 
the stadium to cheer THEIR team... keep a 
movie date in a snowstorm when small chil- 
dren are put to bed early and adults stay close 
to the fireside. So, more than any other group, 
teenagers should respond to the lure of a 
Cold Weather Casual promotion. 

That the chill is off the fashion approach 
to winter footwear adds strong impetus to this 
promotional theme. Scotchgarded leathers and 
nylon fabrics take to bright colors and new 
shoe shapes. Gay fleece and shearling linings 
are laminated to other leathers to give cozy 
warmth. Ribbed or smooth crepe soles add 
mobility on icy paths. And best of all, there 
are boots ... both diminutive and exaggerated 

. in every wonderful style, color and mate- 
rial conceivable. Add other footwear ideas 
that could apply ... from fleece-lined sneakers 
to dormitory slippers . . . and you’ll realize 
that the Casual must not be put into the “deep 

Wrap-around strap marks ; freeze” from fall till spring. Rather, “Deep 

LaPiuma's patent leather Freeze” can serve as a descriptive term in 

ankle boot . .. gypsy seam. promoting the “extra pair” sale of a Cold 
Weather Casual. 
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by PETER T. CLOTHIER, Director 
C. & J. Clark Co., Ltd., England 


New directions in shoe manufacturing 


The trend is for shoes to become an expendable fash- 
ion accessory with increased consumption at a re- 
duced price. This poses problems in the variety of the 
product such as probably no other industry has. 


There is a risk of all old, estab- 
lished industries tending to lose 
momentum and become relatively 
static in their methods and think- 
ing. There is some danger that the 
shoe industry could fall into this 
category. 

The buying public is no longer 
concerned with a necessity but with 
a fashion accessory. If shoes are a 
fashion accessory and expendable, 
the public will want to pay a stead- 
ily reducing average price. This is 
a corollary of increasing per capita 
consumption. There is already 
ample evidence of this trend. 

This poses problems in the vari- 
ety of our end product which prob- 
ably no other industry has to con- 
tend with. To realize the magni- 
tude of this problem you have only 
to multiply, say, a mere 20 styles by 
four colors, by 10 sizes, by four 
widths, to make 3,200 separate 
items—and all this in a factory pro- 
ducing perhaps 2,000 pairs a day. 


Drastic rethinking 


How to provide this increasing 
degree of customer service which is 
basic to the increasing consump- 
tion, and hence the production of 
shoes? And how to do it profit- 
ably? We shall solve it only by 
some drastic rethinking of our or- 
ganization and production methods. 

One of the first avenues to con- 
sider is the possibility of variety 
reduction. Most manufacturers do 
as much as 95 per cent of their 
business on no more than _ two- 
thirds of their lines. The elimina- 
tion of the right third would cause 
only negligible loss of business. 

Simplification is another ap- 
proach. There is no hope of stand- 
ardization of the finished product. 
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But here, perhaps more than in any 
other industry, is a wonderful op- 
portunity to simplify equipment 
and components so that the maxi- 
mum variety of end product can be 
made with the minimum variety of 
standardized parts. 


More flexibility in production 


But the real basis of meeting the 
industry’s problems lies in achiev- 
ing a far higher degree of flexibil- 
ity in production than anything we 
have known. Also, in reducing in a 
spectacular way the time it takes 
to get shoes processed, from the re- 
tailer’s order to the consumer’s 
foot. The problem involves far 
more than factory production 
schedules. If you decrease the fac- 
tory process time 50 per cent, it is 
seriously blunted in effect if it still 
takes the tanner six weeks to de- 
liver leather in a required color. 

If we reckon the start of the pro- 
duction cycle as being when the 
tanner commits his rawstock to a 
particular type and color of leather, 
the approximate timetable of a 
shoe’s development and completion 
is about 39 weeks. And yet the 


average “life” of a shoe is only 15 
weeks. So it takes 2% times longer 
to produce the shoe than it does to 
wear it out. (See table.) 

Once the planning and build-up 
of a range of shoes is completed, 
there is the phase from the receipt 
of the customer’s order to the time 
when the shoes are cut. This is the 
period when the actual plan for pro- 
duction is worked out. The dura- 
tion of this phase is always sub- 
stantial. We should be able to re- 
duce it substantially in two ways: 
improving the systems themselves, 
using mechanization to help us; 
and by a new approach to requisi- 
tioning and supply. 

It is at this stage that one of 
the most serious delays of all takes 
place—the securing of leather from 
the tanner. We must expect the 
tanner to develop new techniques 
which will allow him to fill any or- 
der in a matter of days instead of 
weeks. This is not an impossible 
task. If it can be mastered, the 
future of leather will be tremen- 
dously strengthened. 


The problem of components 


Next is the problem of all the 
other components that go to make 
a shoe. Here another revolution in 
thinking is needed. The trend has 
been for more and more shoe com- 
ponents to be made by separate 
companies specializing in this 





Shoe factory’s work in process 


Retailer’s inventory 





It takes 214 times longer to make a shoe 
than to wear it out 


Tanner’s process time for upper leather 
Tanner’s inventory of finished upper leather 
Shoe factory’s inventory of upper leather 


Shoe factory’s inventory of finished shoes 











work. But ordering and stock-keep- 
ing problems of a wide variety of 
components have involved an enor- 
mous amount of clerical work and 
non-productive effort. If full flexi- 
bility is to be achieved, the future 
may well lie in the shoe factory 
carrying stocks of raw material 
which in one simple process can be 
converted into components as the 
work ticket requires. 

On the other hand, the specialist 
component manufacturer has a 
technical strength which the indi- 
vidual shoe factory would find hard 
to match. To get the best of both 
worlds, his future role may be to 
provide his service within the shoe 
factory. 


Reduction in process time 


In the shoe factory itself, there 
is wide scope for the reduction of 
process time. Today, the average 
pair of shoes does not contain much 
more than an hour of actual work. 
Revolutionary methods can be ap- 
plied to conventional materials and 
shoemaking in the direction of re- 
ducing process time. Already we 
have excellent examples in the mak- 
ing department. The moulded proc- 
ess, the prefinishing of soles and 
the attaching of soles and heels in 
ohne process—all show the saving in 
time achieved by merging or elimi- 
nating a large number of opera- 
tions on the shoe. 

In most factories a really ruth- 
less analysis would show that not 
more than half of the labor going 
into a shoe adds anything worth- 
while to the customer. Of the other 
half, a large portion is consumed 
in putting right the inaccuracies of 
the previous job or in repairing of 
damages, cleaning and touching up. 
With greater accuracy much of the 
non-productive labor in shoemaking 
is eliminated and in the end better 
shoemaking is achieved. 


In the fitting room 


The simplification of the shoe- 
making processes will obviously go 
further. The field widest open is 
the fitting room, where there has 
been little fundamental change in 
50 years or more. It can be only a 
matter of time before there is a 
radical break-through in the meth- 
ods of putting the upper together. 
Will it come from automatic 
stitching? Or will the use of ad- 
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hesives take over the role of the 
sewing machine? Whatever the 
answer, it must take a form which 
overcomes the present situation 
where some of the greatest skill 
and longest training has to be ap- 
plied where the labor turnover is 
inevitably the highest. 

In the making department, the 
greatest challenge probably lies in 
lasting. One break-through has 
been in slip-lasting. But most of 
the thinking has been applied to the 
improvement of existing lasting 
machines and techniques. May 





This is a condensation of a 
talk presented before the Di- 
rectors’ Meeting of the Na- 
tional Shoe Manufacturers As- 
sociation. It contains many 
provocative views concerning 
the shoe manufacturing indus- 
try — present and future. It 
exemplifies the fresh, daring 
thinking needed to give the 
shoe industry new directions 
and courageous approaches if 
it is to rise to its deserved 
stature. 

Mr. Clothier heads one of 
Europe’s largest, best known 
and most progressive shoe 
manufacturing companies. 











there not be some fundamentally 
new approach to the problem? 


However the operations of shoe- 
making may be simplified, there 
still remains the problem, in reduc- 
ing process time, of how to elimi- 
nate dead time when the shoe is not 
being worked on. The factory 
schedule should be no longer than 
the sum of time spent in actually 
operating on the shoe from cutting 
to packing. 

The task also is to develop work 
measurement, planning and man- 
agement to the stage where we are 
able successfully to use power- 
driven conveyors. This will involve 
many disciplines. And it may need 
a new approach to wage incentives. 


An important by-product of the 
shortened work cycle would be a 
reduction in the number of lasts re- 
quired. And from the power-driven 
conveyor there is the gain achieved 
from accurate process control. 

The vital thing is that we should 
not be bound to the past. Our 
thinking has been concentrated too 
much on improving the traditional 


materials and methods. Give an 
artist, a scientist and an engineer 
today’s possibilities, make them 
forget they have ever seen a shoe, 
let them start designing a foot 
cover and the means of making it 
—and we might really achieve 
something. 


Substantial rewards 


You may think I have over-em- 
phasized the importance of short- 
ening production time from the 
raw material to the customer’s foot. 
But I believe that the rewards are 
very substantial—and only so can 
we meet consumer demand in a 
fashion trade. Among the advan- 
tages are lower inventories, raw 
and finished; less work in process; 
greater flexibility in supplying re- 
tailers’ requirements—and hence 
lower retail inventories; fewer 
markdowns; less paper work; lower 
manufacturing costs; and above 
all, more chance of giving our cus- 
tomers the shoes they want at the 
time they want them and at prices 
they are prepared to pay—and bet- 
ter shoes, at that. 

To tackle these problems we need 
the right people—specialists and 
technicians of all kinds. Above all, 
we shall need a calibre of manage- 
ment that understands how to use 
these specialists to channel their 
work to fruition. I have been tre- 
mendously impressed with the abil- 
ity of the American shoe industry 
to achieve extraordinarily low costs 
and to offer outstanding value. But 
the very competitiveness and in- 
tensity of your industry has made 
you scrutinize too closely the imme- 
diate cost of some production 
change or new development—and 
as a result an opportunity of far 
greater consequential gain may oc- 
casionally have been lost. 


An industry on the move 
What I want to stress is the 


psychological importance to the 
shoe industry of experimenting 
widely, and of investing capital and 
brains in new developments and 
processes. Once there is a feeling 
that the industry is on the move, it 
becomes attractive to capital invest- 
ment and as a career. Success 
breeds success, and we can see the 
beginning of the upward spiral to- 
ward an exciting and satisfying 
future. 
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“The Parisian has your size 


by GERALDINE EPP 


No retail operation has a right to exist unless it fits 
a particular niche and gives more than other opera- 
tions give. Courtesy in selling must be backed by 
skill in fitting, says Hyman Miller of Birmingham, Ala. 


“Heart is what people respond 
to” ... this is the philosophy of 
Hyman S. Miller, well-known Bir- 
mingham, Ala., citizen and shoe re- 
tailer. This adage is as applicable 
to customers as it is to anyone, he 
feels. “If a customer can feel the 
sincerity of the sales people serv- 
ing her, she will return to a store 
over and over again.” 

Sincerity, of course, must be 
backed with service. Courtesy and 
intelligence in selling . . . skill and 
conscientiousness in fitting ...a 
well-rounded selection of styles and 
ample sizes to fit any foot. There is 
no “forgotten woman” at the Pari- 
sian, where Mr. Miller leases the 
women’s and children’s shoe de- 
partments. These constitute his 
Southern Shoe Company, as it is 
known in the trade. 


A heavy depth of sizes 


In Mr. Miller’s opinion, no retail 
operation has a right to exist un- 
less it fits a particular niche, gives 
something more than other opera- 
tions give. That the Parisian does 
justify its existence, and profitably 
so, is due in great measure to its 
heavy depth of sizes. Its advertis- 
ing slogan is “The Parisian has 
YOUR size” ... and it does: quin- 
tuples to E’s, from size 3 to 12, in 
novelties as well as basics. 

Concentration on a limited num- 
ber of brands eases the strain of 
such heavy size buying. Selby Arch 
Preservers, Naturalizers, Troy- 
lings, Paradise Kittens and Allures 
account for 95 per cent of the Pari- 
sian’s stock. ° 

And what a stock it is .. . 28,000 
pairs of women’s shoes alone. Two 


Recently enlarged and redecorated, the 
Parisian's women's shoe department has an 
atmosphere of ease and beauty. Sprays of 
green metal ivy form a decorative frame 
for shoes displayed on plastic wall brackets. 
The walls are white and gold with a mar- 


bleized effect. 
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thousand square feet of storage 
space recently was acquired in an 
adjoining building and this houses 
19,000 pairs. The children’s de- 
partment is no step-child. It has a 
stock of 17,000 pairs, a great num- 
ber of which are orthopedic and 
several hundred mismates. Three 
“regulars” are needed to handle the 
store’s orthopedic work alone. 


The staff is trained 


To turn over this stock is the re- 
sponsibility of 22 full-time sales 
people who have been instilled with 
Mr. Miller’s philosophy of giving 
SINCERE service. That working 
for Southern Shoe Company must 
be a “good deal” is indicated by 
the small number of staff changes. 
Five employees in the women’s de- 
partment have been with the store 
for a total of 109 years. One 31- 
year employee, now 83 years of 
age, works as an extra two days a 
week and achieves higher daily 
averages than do regulars. 

All members of the staff are ex- 
tensively trained and _ retrained, 
not only in fit and service but to 
the end that every customer who 


comes in is a potential for the “ex- 
tra sale” ...a second pair, a bot- 
tle of polish, something. This ap- 
proach is stimulated by the offer of 
extra commissions or special prizes 
in some instances. 

For example, Mr. Miller occa- 
sionally runs a _ double-header 
whereby multiple sales are tabu- 
lated for a given period of time. 
Whenever the salesperson reaches 
the specified goal (say it is 40 
double sales within a two-week pe- 
riod), he or she wins a prize. Natu- 
rally, those who reach the goal 
fastest come off with the best gifts 
(air-conditioners or silver serv- 
ices), but by carrying through 
with awards for all who do reach 
the goal, the incentive remains in 
effect for the entire contest period. 

Ever generous with his sales 
staff, Mr. Miller has experienced 
their appreciation in return. His 
beautiful office now boasts a hang- 
ing wall refrigerator, a recent gift 
from his workers. They in turn are 
again benefiting. Fruit and other 
delicacies are dispensed from it. 

Mr. Miller’s dedication to one 
goal . .. that of giving supreme 
comfort through a perfect fit of 
beautiful shoes .. . is recognized 
by many in the industry. Just re- 
cently he was awarded the first 
“Distinctive Service Award” ever 
made by Brown Shoe Company. 





TEN TYPICAL COMPLAINTS 





lf your customers are talking - 


Customer comments fall into two 
classes: compliments and complaints. 
Although the first reaction of the shoe- 
man is to ignore the former and con- 


Never belittle the realm of Sci- 
ence Fiction. Its Invisible Man 
has powers each retail shoeman 
wishes he possessed—the ability 
to hear what customers are saying 
about his shoe store behind his 
back. 


Customer comments fall into 
two classes: compliments and 
complaints. Although the first re- 
action of the shoeman is to ignore 
the former, concentrate on the 
complaints, nothing could be far- 
ther from efficiency. Every com- 
pliment is based on some out- 
standingly good point the shoe 
store scores high on; high scores 
represent store image, store per- 
sonality. To preserve his store im- 
age every shoeman must keep 
right on scoring well on his own 
good points, his established per- 
sonality traits. At the same time, 
he should attempt to correct the 
cause of customer complaints. 


The good and the bad 

Right this minute two women 
customers may be saying over the 
back fence: “I always take time to 
see X shoe store windows when I 
get up to the shopping center... 
their windows are just beautiful 

. in such a little space, too!” 

But the other homemaker may 
answer: “Yes, their windows al- 
ways look just so. But I do wish 
the store carried more low-heeled 
pumps ... everything they show 
in the windows seems so teetery 
high!” 

The first comment describes a 
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strong point in the shoe store’s 
personality; it should be pre- 
served. The second comment pin- 
points a store fault; attempt 
should be made to correct it. 

Shoe retailers are not Invisible 
Men. They cannot hear all of the 
things people are saying behind 
their backs. However, any shoe 
store operator can set up his own 
Listening Post in a pocket note- 
book. He can use left hand pages 
for listing the points about his 
store that customers like, enjoy, 
remember —and mention openly. 
He can use right hand pages for 
listing the points about his store 
that customers dislike, complain 
about—and mention openly or be- 
hind his back. 


Collect comments 


If you feel that customers are 
shying away from your store for 
some reason or complaint not ob- 
vious to you, enlist the services of 
a trained consultant (or less ex- 
pensively, a friend) to make off- 
hand inquiries around town. Let 
the snooperviser collect com- 
ments, good and bad. Shoppers chat 
constantly with salespeople. The 
girl behind the counter in the bak- 
ery next door to your shoe store 
might possibly collect twenty com- 
ments about you and your shoe 
store in a single selling day. A 
mother of several children is an 
excellent “fence” as she makes 
her rounds of scout and school 
meetings. Even your teenager may 
turn up valuable comments from 


centrate on the latter, this is not the 
way to increased efficiency. Every com- 
pliment is based on some good point 
of the store that should be preserved. 


by VIRGINIA MARSHALL 


the “gang” during basketball, 
swimming or skating events or 
while the gang lingers over cokes 
at the local drive-in hamburger 
stand. 

Don’t be sneaky—but be deter- 
mined. Let your Listening Post 
record the number of times each 
separate comment is heard. If you 
hear this about your store—‘“‘X 
Shoe Store always has my size!”— 
write it down each time you hear 
it. Conversely, if you hear—“X 
Shoe Store never has my size!”— 
don’t write it down once. List it 
again each time heard. Then add 
the score. It will tell you how 
your community rates your store 
on size availability. 

A round-up of most often heard 
complaints about shoe stores and 
departments disclosed this: 90 per 
cent of the complaints are beefs 
about personnel, not products; 
service, not shoes. 

With the prospect of self-serv- 
ice outlets making ever increasing 
inroads into the business of serv- 
ice-type shoe stores, a wise shoe 
retailer will bend a close ear to 
comments he picks up on the serv- 
ice provided by his store’s person- 
nel. Service is the-one race in 
which he can pull ahead of self- 
service. 


Ten typical complaints 


Here are 10 typical complaints 
mentioned most frequently by cus- 
tomers talking behind the shoe- 
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- behind your back... 


man’s back: 

COMPLAINT: “That man in 
the children’s shoe store scares 
my kids. I don’t know why. The 
kids are just three and five, but 
never shy. They take one look at 
that shoe store guy and really 
tune up.” 

Cause: The shoeman probably 
has something on his mind. He is 
letting personal problems over- 
shadow his ability to adjust his 
selling attitude to the require- 
ments of his customers. Young- 
sters sense adult hostility and 
thoughtlessness. The shoeman is 
being abrupt and brusque when 
he should be lighthearted. 


Cure: Improved sales training. 


COMPLAINT: ‘‘The family 
shoe store dealer in my neighbor- 
hood insists I buy what he likes. 
He even argues, ‘this is what they 
are ALL wearing.’ I want to buy 
what J like, not what he likes.” 

Cause: In his aim at efficiency, 
the dealer is well on his way 
toward losing a good customer. 
Customer preferences must be 
recognized. If the woman wants 
round toes, no good merchandiser 
should insist that she buy double 
needles, even if he has no round 
toes to fit her. 

Cure: Improved 
techniques. 


salesmanship 


“‘Hungry’’ Salesmen 
COMPLAINT: “I’m not going 


in that store any more. Every 
time I set foot inside the door those 
three salesmen start arguing over 
whose customer I am. I don’t care 
which one waits on me, but I don’t 
want to listen in on their mouth- 
fighting!” 

Cause: Consistently poor sell- 
ing days at retail have made com- 
mission salesmen “hungry.” In 
their anxiety not to miss a turn, 
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the salesmen are kicking the cus- 
tomer around like a football. If 
they must argue, let it be behind 
closed stockroom doors. 


Cure: Improved sales training. 

COMPLAINT: “The shoe de- 
partment in X department store 
makes me nervous. They’ve cut 
their help down—sometimes there 
is just one salesman and he runs 
madly from customer to customer 
in a nervous frenzy. It’s too much 
for me.” 


Cause: The sales staff is inade- 
quate. Customers who are willing 
to pay extra for service are en- 
titled to service. Waiting on three 
or four at once is not service. 

Cure: The selling staff should 
be augmented, at least for rush 
periods. 


COMPLAINT: “In their men’s 
shoe department I feel like a heel 
if I don’t buy. So now I don’t even 
go in to look. I feel that way in 
their shirt department, too.” 

Cause: Poor salesmanship. Pol- 
lyannaism with men does not set 
right—but even a small touch of 
graciousness will go a long way 
toward bringing men back to look 
—perhaps buy. 

Cure: Improved sales training. 


COMPLAINT: “That store’s for 
the birds. They make me feel so 
unimportant in there—sort of like 
a stepchild. When I go in I know 
what I want and I’m ready to buy 
and I WANT THEIR ATTEN- 
TION. I don’t feel that I ever get 
it. The salesmen are forever talk- 
ing among themselves and more 
or less ignoring me.” 

Cause: Absentee ownership or 
lax management is often behind 
this. Every customer wants to 
feel important. Many successful 
shoe stores build their entire 
store personalities on making 
every customer feel like a king. 


Cure: Improved sales training. 
Closer management tab. 

COMPLAINT: “My size is 
scarce in women’s shoe stores, 
91%4AAA, but that’s not my com- 
plaint. At X shoe store they try to 
put me in shoes that hurt and tell 
me they don’t hurt. Every 94%2AAA 
doesn’t fit me. Some lasts do, some 
don’t. That store man thinks that 
every 914AAA is perfect for me 
and it isn’t.” 

Cause: Salesman is failing to 
recognize variations in lasts from 
brand to brand. In his despera- 
tion to fit the customer, he is ig- 
noring her personal feelings. 

Cure: Improved sales training. 


Ignorance of stock 


COMPLAINT: ‘‘He doesn’t 
know from nothin’ what he has in 
stock. I usually wind up taking 
him out to the window and show- 
ing him the pattern.” 

Cause: Inadequately informed 
personnel. Perhaps the salesman 
is just filling in during vacation. 
This is no excuse. The short-term 
salesman may do more harm than 
good in the few days he is on 
deck. 

Cure: Improved sales training. 

COMPLAINT: “Push, push, 
push! If I never go in that store 
again it’ll be too soon!” 

Cause: Overzealous salesman- 
ship works on some customers, not 
on others. A good salesman can 
appraise the amount of pushing 
each customer can tolerate with- 
out getting miffed. 

Cure: Improved sales training. 


COMPLAINT: “Even when the 
store isn’t busy it looks so messy. 
It seems like shoes are always 
around on the floor, along with 
gum wrappers and dart gun darts. 
Kids are kids, but the store knows 
that!” 

Cause: The store appears to 
have an inadequate housekeeping 
plan. Salespeople should have 
checklists of duties to restore 
their habits of neatness. A two- 
minute pickup every couple of 
hours will prevent mess from ac- 
cumulating to customer-notice- 
able amounts. 

Cure: Improved housekeeping 
system. 





, ANNIVERSARY 


important milestone for the 45,000 companies, large and small, 
which offer the Payroll Savings Plan to their employees. Payroll 


Savings is the heart of the bond program, and the means 
TH FE} which millions of families have seen dreams realized 
since 1941. It has been good for business and industry... 
good for local communities... good for the nation’s 
“| F A RT e2r2n: welfare. Above all it is good for the citizen 
who sees in each Savings Bond a share in his 

country’s future. 
0 F: yours is one of the 45,000 participating companies, this 
anniversary year offers a good reason for renewed promotion. 


Forhelp and suggestions, contact your State Sav. 
ings Bonds Director, or write: U.S. Savings Bonds 
Division, Treasury Department, Washington 25, D.C. 


U.S. SAVINGS BONDS DIVISION — 
20 YEARS OF SERVICE TO AMERICA 
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AT This 20th anniversary of the U.S. Savings Bonds program is an 


The U. S. Government does not pay for this advertisement. The Treasury Department thanks, for their patriotism, The Advertising Council and the donor above 
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Ski boots: 


MARKETS FOR RECREATIONAL FOOTWEAR—NO. 6 





The idea of ski boots catching on as walking or casual 
boots is far from fantastic. If they catch on with the 
teen set, they could sweep the country in a light 
weight style and a variety of colors. 


Prominent among the more 
promising yet largely unrealized 
footwear markets of the next dec- 
ade, ski boots and the so-called “af- 
ter-ski” shoes are about to come 
into their own as a shoe store traf- 
fic builder. If several of the na- 
tion’s leading manufacturers of 
athletic footwear have anything to 
say about it, they may well become 
a standard shoe store item in the 
next few years. 

These manufacturers base their 
optimism only partially upon the 
growing skiing market, currently 
encompassing some three million 
skiers of all ages who spend an 
impressive $1 billion annually on 
ski equipment and apparel. A good 
measure of their planning stems 
from the demonstrated fact that 
what skiers wear today often sets 
the fashion pace for tomorrow. 
Translated into footwear potential, 
this could easily portend a coming 
fashion cycle for ski boots. 


The potential market? 


A recent survey of 100 confirmed 
skiers found that during the 1959- 
1960 season, they purchased 22.7 
pairs of ski boots at a total cost of 
$895 and average price of $39.43. 
Ski Magazine estimates there are 
at least 275,000 of these hard core 
skiers plus another 350,000 almost 
as confirmed. But the real buying 
potential lies in another two to 
three million “social skiers” who 
average only four days of skiing 
per season but constitute an un- 
tapped market for ski equipment 
and apparel. 

Skiing in the U. S. is a compara- 
tively young sport which first 
reached the consumer level during 
the 1932 Winter Olympics at Lake 
Placid. Since then, it has rapidly 
gained in popularity as a consumer 
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recreation. Today, market special- 
ists say it constitutes the most 
promising of recreational markets. 
Domestic manufacturers of ski 
sweaters, jackets or parkas and 
even ski pants have already started 
to reap the harvest. But the U. S. 
shoe industry has sadly neglected 
this golden opportunity until now. 


From age 5 upward 

One reason is that there have 
been no accurate estimates previ- 
ously available on the number of 
addicts to this fascinating sport. 
Present guesstimates range from 
one to three million, ranging up- 
wards from age five—with three 
million favored. Fully two thirds 
of these are classed as “renters” 
who rent most of their ski equip- 
ment, including ski boots. But 
there has been a noticeable trend 
among the “renters” toward buy- 
ing and owning their own skiing 
needs. 

There are also no available sta- 
tistics on the number of ski boots 
manufactured in this country. One 
large U. S. shoe firm has hired a 
market research firm to ascertain 
how many such boots are made and 
sold here each year. Best guesses 
place sales at close to a million 
pairs, one-third of which are im- 
ported. 

Most ski boot sales are made 
through sporting goods stores, de- 
partment stores and winter resort 
stores. Of late, some of the bet- 
ter-grade discount houses have 
been selling ski boots during sea- 
son. The average shoe store does 
not handle them. 

Yet listen to what the head of a 
leading ski boot manufacturing di- 
vision says about this: “We believe 
that ski boots can become very im- 
portant in the casual and sports 


another fashion market? 


shoe field within the next two or 
three years. Because skiing is 
growing so fast as a recreational 
sport and because skiers as a group 
are highly receptive to fashion in- 
novations, ski boots are bound to 
experience a growing demand. And 
don’t forget the large number of 
‘cocktail skiers’ who rarely put on 
a pair of skis but wear all the ski- 
ing apparel. All told, this spells out 
a very promising untapped market 
for the average independent shoe 
store owner.” 

This same executive feels that 
the shoe store will have to identify 
itself with ski boots in the very 
near future “if it hopes to build 
up a following” in this coming 
fashion area. “Skiing is fast be- 
coming a family sport,” he adds, 
“and more and more families are 
doing their sporting apparel shop- 
ping as a group. If the average 
family grows accustomed to buying 
ski boots and other skiing apparel 
in a sports or specialty store, it 
will be difficult to woo them away, 
even when ski boots may have be- 
come a fashion item.” 


Teeners are the key 


The idea of ski boots catching on 
as a walking or casual boot is far 
from fantastic. Kids already wear 
them to school all over the coun- 
try. If they catch on with the teen 
set, always on the lookout for a 
new style, they could sweep the 
country. The style version, of 
course, would be much lighter in 
weight and probably in a variety of 
colors. 

But don’t wait until ski boots 
reach this fashion stage before tak- 
ing your first flier into the field. 
Now is the time to consider open- 
ing up your own ski boot depart- 
ment, even on a very modest scale. 

Your initial investment in ski 
boots can be held to a minimum 
since style, variety, and size depth 
are no problem. Your biggest im- 
mediate problem is to become iden- 
tified in your community with ski 
footwear. 





TRADE TRENDS 





AN ANALYSIS OF IMPORTANT INDUSTRY NEWS 


Early clearances defeat purpose 


Shoe manufacturers’ reports on fall orders reflect 
only moderate effect of summer clearances in retail 
stores despite earlier-than-usual start. July 4th 
start for traditional clearances is fast becoming ob- 
solete, with many department stores and indepen- 
dents launching summer shoe sales as early as third 
week in June. Result is clearances have less dra- 
matic effect than in past but are spread over longer 
period. Earlier dating actually defeats purpose of 
clearances as consumers feel little compulsion to 


rush into shoe stores or departments for bargains. 


Another bad effect reported by many stores testing 
earlier clearances is fact that better styles, colors 
and popular sizes are nibbled off by the time sale 
moves into high gear. Thus sale never really reaches 
hot pace, particularly if June weather disappoints. 
And number of “turnaways” due to inadequate sizes 
or dwindling style selection increases sharply in 
July. Some retailers fear this may affect fall busi- 
ness as disappointed customers go elsewhere for 
fitting. 


However, clearances have served purpose this year 
in lightening overbought inventories where stores 
must stock new fall styles shortly. Men’s depart- 
ments, especially, report good response to summer 
shoe sales, badly-needed after cool weather of June 
and early July. As expected, best business was done 
on hot days. But summer 1961 will not be recorded 
as highly profitable in most men’s departments. Poor 
June weather plus earlier start on clearances has 
pushed most actual summer shoe business into clear- 
ance category, cut into open-to-buy for fall. 


Because clearance price reductions are progressive, 
delay of hot weather until mid-July has further re- 
duced profits. Greater percentage of sale shoes were 
sold at higher markdowns this summer than year 
ago. This is already reflected in factory orders although 
total business at the moment is reported as even or 
slightly below a year ago. And part of this is at- 
tributed to confusion over last shapes, now reaching 
more definite direction. There’s no doubt by now 
that emphasis will be upon greater diversity in toe 
shapes. 


“Make or break” factor for fall 1961 will come with 
reorders and second runs—and factories say this is 
already beginning to shape up promisingly. It won’t 
be spectacular but enough to recharge production 
rate as industry heads into last five months. The 
betting is that last half shoe production will top 315 
million pairs as fall sales pick up and retailers be- 
gin planning for a boom spring 1962. This would 
bring total output for 1961 to between 315-320 mil- 
lion pairs, a strong showing after poor start. 
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State trends revealing 


Speaking of production, it’s interesting to watch 
what’s happening in leading shoe states. Of top nine 
states, only Massachusetts has been able to record 
fair increase over 1960 pace. During first five 
months of year, Bay State produced 43 million pairs, 
up 5.7 per cent over 40.7 million pairs in corres- 
ponding 1960 period. Second place Pennsylvania, 
leading New York by almost eight million pairs, 
was down from 40 million pairs a year ago to 39.2 
million. New York, apparently headed for third 
place for second year in row, dropped from 35.2 mil- 
lion pairs a year ago to 31.7 million through May. 
Fourth place Missouri dropped 4.8 per cent or 1.2 
million pairs. Maine is in fifth spot with a drop of 
8.8 per cent to 20.3 million pairs and New Hamp- 
shire down sharply by 18.6 per cent to 18.1 million. 


Effect of discounters 


It’s a little early to be sure but strong showing of 
Massachusetts and Pennsylvania would indicate buy- 
ing trend toward lower-priced lines. This stems 
only partly from recent economic recession which 
has led some retailers to downgrade. Better explana- 
tion can be found in growing number of discount 
departments which stress low-end lines. Both Mas- 
sachusetts and Pennsylvania have profited from this 
in terms of pairage, at least. If business experiences 
healthy spurt, effect will be noted in New York and 
Missouri where good percentage of higher priced 
women’s style lines are made. 


This isn’t borne out as yet in average value per pair, 
up 3.3 per cent in May and 1.3 per cent for first five 
months. Average value a year ago May was $3.59 
per pair. This year it was up to $3.71 per pair. Five 
months’ figure was $3.78 this year, $3.73 a year ago. 
Keep your eye on these figures for an idea of what 
discount volume is doing to industry as a whole. 
Despite the strong move into discounting, it hasn’t 
proved itself as the answer to shoe business—nor as 
the trend for the future. 


Test to come 


Unless pairage through conventiona! retail outlets 
is down considerably—and retailers say it isn’t— 
the big discount bandwagon hasn’t proved as merry 
a ride as supposed. Sales through the low-margin 
outlets haven’t contributed much to national produc- 
tion totals, still running close to five million pairs 
below last year. A good part of the discounter busi- 
ness is going into sneakers which are having their 
best year on record. And don’t forget, discount sell- 
ing has still to prove itself in a period of economic 
upgrade. What happens to price selling when con- 
sumer’s pay less attention to purse strings? 
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Retail incentive contests 


In this work the author calls at- 
tention to the value of retail incen- 
tive contests and points out how 
they can stimulate retail employees 
to greater selling efficiency. The 
subject is covered thoroughly in a 
style adapted to rapid reading and 
understanding. Should be useful 
for persons in charge of sales in 
large or small stores and also in 
wholesale houses. Merchant Spon- 
sored Incentive Contests for Retail 
Employees. Bureau of Business 
Mngt., University of Illinois, Ur- 
bana, Ill. $.75, with quantity dis- 
counts. 


Discount houses 


Another directory of discount 
stores is being published by Chain 
Store Guide and distributed by 
NSMA. It is more complete and 
accurate than the directory listed 
previously on this page. The 1961 
Directory of Discount Centers. Na- 
tional Shoe Manufacturers Assn., 
342 Madison Ave., New York 17, 
N. Y. $35, but do not send check. 
NSMA members will be billed. 


The Harvard Report 


The figures you’ll need for evalu- 
ating your store’s 1960 perform- 
ance are given in the new Harvard 
Report. The report gives hundreds 
of expense items, profit figures and 
other data for comparing your 
store with the industry as a whole. 
Operating results are classified ac- 
cording to gross margin, the 
branch store contribution to store 
profits is analyzed and a three-year 
comparison of principal expense 
centers is provided. The Harvard 
Report, Operating Results of De- 
partment and Specialty Stores. Na- 
tional Retail Merchants Assn., 100 
W. 31st St., New York 1, N. Y. $6. 


Retailing handbook 


Forty-one merchants discuss dif- 
ferent phases of retailing in a re- 
tailing handbook published by the 
NRMA. Some of the subjects cov- 
ered: The Organization of Distri- 
bution, Department Store Organi- 
zation, The Buyer as Manager, In- 
terpreting Consumer Demand, The 
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WORTH WRITING FOR 





Technique of Buying, Stock Turn- 
over, Mail and Telephone Selling. 
There are many others. The Buy- 
er’s Manual. National Retail Mer- 
chants Assn., 100 W. 31st St., New 
York 1, N. Y. $4.91. 


Sales personnel 


This Small Marketers Aid (No. 
65) discusses ways the small busi- 
nessman can strengthen his sales 
personnel and policies, thus helping 
assure increasing profits with in- 
creasing sales. Covers such points 
as merchandise pricing based on 
knowledge of costs; sales incen- 
tives; supervision of salesmen; and 
knowledge of costs and prices to in- 
sure that salesmen sell merchandise 
that carries a profit. Strengthening 
Sales Personnel and Policies. Small 
Business Administration, Washing- 
ton 25, D. C. Free. 


Truck fleet operation 


A second edition of a study 
analyzing the merits and demerits 
of truck fleet leasing plans com- 
pared with company ownership 
has just been published. The 32- 
page study includes data from a 
new survey covering fleet operation 
practices of more than 4,500 cor- 
porations, as well as leasing plans 
offered by national truck leasing 
organizations. The study develops 
a “cutoff point’ to aid financial 
officers in determining when it is 
more profitable to lease truck fleets 
and when it is more profitable to 
own them. The study also analyzes 
various lease plans, pointing out 
advantages and disadvantages of 
each. Truck Fleets: Lease or Buy. 
Foundation for Management Re- 
search, 121 W. Adams St., Chicago 
3, Ill. Single copies free to ex- 
ecutives. 


Swatchbook 

The Irving Tanning Co.’s Spring 
and Summer 1962 Swatchbook uses 
the same well received format es- 
tablished several seasons ago. 

In a functional and appealing de- 
sign, leathers are indexed accord- 
ing to type and color to assist in 
selection, blending, and contrasting. 
The complete women’s color line, in- 


troduced in the last Irving swatch- 
book, is continued in this new edi- 
tion. An easy to use two-page pull- 
out display of men’s contemporary 
dress leathers rounds out the color 
picture. For copies, write the sales 
dept. of Irving Tanning Co., 134- 
40 Beach St., Boston. 


Your speaking voice 


Here is a 32-page, 10 lesson 
booklet designed to make your tele- 
phone voice a money-making sell- 
ing tool. A sales-slanted self-study 
guide. Speak Well—Sell Weill. Paul 
Mills-Bernie Roberts, Sales Power 
Co., 17 E. 48th St., New York 17, 
N. Y. $1. 


Films 

Nunn-Bush Share the Production 
Plan, a 22-minute color film, is 
available at no-cost rental from the 
Venard Organization, 702 S. Adams 
St., Peoria, Ill. The film was listed 
in the RECORDER’s June 15 issue as 
available for a $5 rental fee from 
City College of New York’s Audio- 
Visual Center. It shows how the 
firm puts workers and management 
into a partnership concerning pro- 
duction, with an aim toward more 
efficiency. 


Now Look Here, Harry! is a 
121%4-minute color movie on chil- 
dren’s shoes and shoe fittings avail- 
able from Savage Shoes, Ltd. It 
has been prepared by them in con- 
junction with Metro Goldwyn May- 
er, using the services of prominent 
Hollywood actors. Its object is to 
stress the importance of correct fit 
in the prevention of foot defects, 
but it is light and entertaining in 
its approach to a serious subject. 

The movie is appropriate for 
presentation to home and school 
groups, Rotarians, Kiwanis Inter- 
national and civic club groups of all 
kinds. It is part of a 25-minute 
program, which includes a 10 min- 
ute introduction, humorous and en- 
tertaining, specifically written for 
the Savage dealer, and a 214-min- 
ute conclusion, which offers a brief 
and dignified sales message for the 
dealer’s store and shoes. Savage 
Shoes, Ltd., 1008 Queen St., Pres- 
ton, Ont., Canada. 





NEW PRODUCTS 





Heel and wedge slitting 


Completely new Heel and Wedge 
Slitting Machine, Model 250, is cap- 
able of producing 90 pairs of uni- 
form heels or wedges per minute. 
Manufactured by Martin Shoe Ma- 
chine Co., it is recommended for 
high volume producers of infants’ 
and children’s shoes as well as wo- 
men’s casuals. Electrically-oper- 
ated slitter accommodates heel or 
wedge blanks made of rubber, 
crepe, composition, fibre, cork, com- 
pressed paper and other materials 
in all sizes and thicknesses. 

Blanks are gravity fed from a 
hopper to knife. Cutting blade, set 
from 15-45 degrees, automatically 
slits each blank into desired shape. 
Completed pieces are then ejected 
down a chute into receptacle. 
SOURCE: Singer Sewing Machine 
Co., Industrial Products Div., 149 
Broadway, New York 6, N. Y. 


Thermocounter material 


Bixby Box Toe Co., Inc., has 
started production of Bixby 137- 
11, the first super-saturated ther- 
mocounter material. According to 
G. “Woody” Foss, salesmanager, 
137-11 is the toughest counter ma- 
terial of its kind available. 

Made with Bixby’s Super-Sat 
process, the material is claimed to 
actually contain more solids than 
ever before possible. This permits 
thinner gauges while increasing 
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flexibility and resiliency. 

“A 137-11 counter is so resilient 
it actually bounces back to shape 
after being flattened top to insole,” 
Foss said. “Yet, it is soft and 
pliable prior to molding for faith- 
ful and easy reproduction of the 
last.” 

The material is washable and 
impervious to moisture. It was es- 
pecially developed for string-last- 
ing and use with Lauretti and 
OMIC heat molding equipment and 
other foreign molders. No adhe- 
sives are needed in the application. 

According to Foss, 137-11 is the 
forerunner of a complete line of 
such materials to simplify and im- 
prove shoemaking and shoes. 

SOURCE: Bixby Box Toe Co., 
Inc., Haverhill, Mass. 


Rib laying machine 

New automatic cut-off of the rib 
when applied to innersole is fea- 
tured in this new model rib laying 
machine. Mechanical changes in- 
clude improved edge gauge to ob- 
tain three-margin control. Feeding 
and handling of the tape have been 
changed to meet operator require- 
ments. Method of heat activation 
of rib coating plus activation of 
innersole is claimed to assure bond- 
ing of the rib to either pre-ce- 
mented synthetic insole or insole 
cemented by extruding machine. 
SOURCE: Prime Mfg. Co., Lynn, 
Mass. 


Hytronic cutting machine 


Less expensive, lighter weight 
and less strongly-enforced dies can 
be used on USMC Hytronic Cutting 
Machine—Model A which elimi- 
nates die breakage, reduced die 
maintenance. Added advantage if 
one die in a set is dull or nicked, 
die can be levelled, re-sharpened 
and used again without reworking 
complete set of dies. 

Soft machine action does not 
abuse die features such as cut-outs, 
stabs, chisels and _ perforations. 
These features offer further econo- 
mies through elimination of pre- 
fitting or fitting room operations. 
SOURCE: United Shoe Machinery 
Corp., Boston. 


Foot relief 


Now available to retail shoe 
trade, Foot Levelers are custom- 
measured, custom-made foot appli- 
ances designed to offer relief from 
improper foot balance when worn 
in the shoe. Retailer uses “Magic 
Foam Kit” to take exact negative 
impression of customer’s feet. Im- 
pressions are then mailed to com- 
pany laboratory which mails out 
completed Foot Levelers within 48 
hours. Introductory package con- 
taining 25 “Magic Foam Kits” 
priced at $75. Levelers sell at 
$22.95. SOURCE: Foot Levelers, 
Ltd., Algonquin, IIl. 


Multi-grading system 


Simultaneous grading and cut- 
ting of a set of seven sized pat- 
terns is provided in this new multi- 
grading system. Adaptable for use 
in any industry that requires the 
proportional grading of patterns, 
the system makes it possible for 
manufacturers to prepare their 
patterns at the beginning of the 
season and relieve the grader for 
other work. 

Three different components — 
Multi-Grader, Multi-Cutter and 
Multi-Notcher—actually make up 
the system which is claimed to re- 
duce grading and cutting opera- 
tions as much as 65 per cent. In 
operation, seven double sheets of 
pattern paper are inserted into 
clamps of Multi-Grader. Pattern 
outline is then drawn into top sheet 
and becomes master pattern. Dials 
on machine are then set to pro- 
portional exactness of various sizes 
and grader is ready to use the 
Multi-Cutter to cut seven sizes 
simultaneously. SOURCE: Willcox 
& Gibbs Sewing Machine Co., 214 
W. 39th St., New York 18, N. Y. 
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RETAIL TRADE REPORT 





With fall near, can boost be far behind? 


Dealers are confident that 
multi-choice fall line will 
produce brisk sales to off- 
set summer slump. 


LOS ANGELES 


The retail shoe business is ex- 
pected to take a sharp upswing 
with the advent of the fall season, 
as a result of new fashion trends. 

One prominent retailer ventured 
tne guess that business has been 
off from 5 to 20 percent the past 
season. But the coming of new 
styles and colors in men’s, women’s 
and children’s shoes promises an 
“exciting” season, with consumer 
interest high and sales brisk. 

Said one buyer for a long-estab- 
lished medium-to-high priced re- 
tail chain: 

“For the first time in several 
seasons, women will not have to 
confine their choice to one type 
of shoe to be fashionable, but will 
have a wide selection of toe and 
heel styles and new colors to draw 
on for their shoe wardrobes.’ 

Local feminine interest in the 
pointed toe is not expected to 
diminish in coming months. Re- 
tailers are re-ordering this popu- 
lar style, particularly in the two 
and a half to triple needle toe 
pump with a mid-high or 16/8 heel. 

It is generally felt in retail 
circles, however, that the extreme 
quadruple and quintuple needle toe 
has run its course. 

The controversial square toe style 
may not achieve immediate popu- 
larity here, despite the publicity 
it has received in Eastern fashion 
circles. Retailers are stocking this 
style conservatively. 

Men’s shoes are showing a de- 
cided trend toward heavier design, 
with a lightweight “refined” brogue 
type emerging to compete with 
the continental style of past sea- 
sons. The number one seller in 
men’s shoes in the Los Angeles 
area continues to be the moccasin 
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stitched toe style in slip-on and 
laced model; the number’ two 
runner-up is the semi - pointed 
plain soft toe shoe. 

The adult influence in children’s 
footwear is recognized by local 
retailers who are stocking dress 
shoes for girls and boys in leathers, 
colors and toe-styles modeled on 
adult lines. 


Boston: Seasonal sales 
push summer’s figures 


Semi-annual markdown sales 
were the retail-rule in late July 
selling. The majority of Boston- 
area shoe windows displayed “sale” 
signs to push summer footwear 
and, in some cases, left-over spring 
merchandise. Warm summer days 
have remained, with retailers re- 
porting one day as excellent and 
the next as slow. 

Final July figures, most stores 
feel, will run neck and neck with 
last year—to perhaps 3-5 per cent 
higher. 

Markdown sales, running at the 
same time as this popular vacation 
period, saw good interest by men 
buying casual and leisure footwear. 
But for dress and business, they 
are preferring to stay with their 
spring shoes. A fair number of 
men can be seen wearing plain-toe 
cordovans and brogues whatever 
the season. 


Chicago: Dual-purposes, 
comfort lure buyers 


Shoe buyers here are definitely 
comfort-conscious. Styles that can 
be utilized for both outdoor-indoor 
or city-country wear are now the 
fastest movers. 

Most favored among women are 
casuals tailored for dress wear. A 
good seller in a downtown store is 
a canvas step-in with 15/8 wedge 
heels and crepe rubber soles, and 
with single stitching around the 
collar line. Cocoa and navy are the 
favorite colors. Another is an 


open-toe pearlized synthetic in light 
blue, pink, or bone. A white elk 
wedgie, long a basic among nurses, 
is now being bought by the general 
trade. One State St. store sizes 
this: style up each week. 

Demand for women’s dress shoes 
is lagging. Patent, a standout, is 
on most re-ordering lists, but in- 
terest in whites and summer vivids 
plunged after a June spurt. 

The fetish on comfort extends 
also to men. One suburban store is 
going big with a grey canvas ox- 
ford with crepe sole at $6.99. 


Washington: Brief rise 
melts into new slump 


After a brief summer pickup, 
Washington retailers find them- 
selves again in a slight slump. With 
rare exceptions, most are even 
with or slightly behind last year’s 
figures. 

In women’s shoes, patent has re- 
mained a steady seller because of 
cool weather. Most patent stocks 
are now being depleted, but several 
retailers say they could sell more 
if they had them. Mid-heel specta- 
tors continue to sell well, as do 
black fabrics. 

Most women’s retailers have 
stocked one of two square toe styles 
in better-priced tailored styles, but 
say sales are relatively insignifi- 
cant. The crescent toe has not made 
any impression. 

Sales have started in some fall 
styles — suede, black fabric and 
black calf. Volume is not yet great 
enough to indicate style trends. 

Men’s and children’s departments 
have been hardest hit. In men’s, 
the lightweight year-round shoe 
has taken business away from sum- 
mer shoes, and retailers find them- 
selves without a successful selling 
point. 

Children’s departments are al- 
most finished with clearance sales 
in preparation for back-to-school 


47 





selling. Sales were generally spotty 
until clearances, but retailers now 
find heavy stocks of whites being 
depleted. 


St. Louis: Pumps primed 
for late-season pickup 


Vandervoort’s downtown is giv- 
ing over two fashion windows to 
brown lizard pumps a la tailored. 
The store’s cashmere coat windows 
used closed pumps, principally 
black calf double needles, with an 
occasional squared toe pattern. At 
Famous-Barr late July fashion pro- 
motions included “Black Out—The 
Newsy Look of Non-Color.” Fluid- 
lined sleeveless black dresses were 
fanfared, along with transitional 
silk pumps and two squared-toe 
black calf patterns with satin bow. 
Transitional little girls’ promotions 
are using black patent leather 
pumps almost exclusively. 

The new Joyce “300”, understood 


to be the first women’s bowling 
shoe to come in widths, held the 
spotlight in Famous-Barr’s down- 
town casual section. A _ bowling- 
attired mannekin, white plastic 
pins and black bowling balls called 
attention to the display of the new 
sport shoe by Joyce, available in 
baby blue or green brushed leather, 
tan and bone smooth. 


Miami: Autumn arrives, 
triple needle demand off 


A sprinkling of fall business is 
starting following a month of 
clearance sales both here and at 
Miami Beach. At the Beach, one 
store reports the trend toward 
leathers, silks and patents with the 
triple needle letting up. A two and 
one half toe giving more room 
across the ball of the foot seems 
to be catching on like wildfire. 
Pumps are the leading style. 

At one of Miami’s large down- 


town department stores, white was 
still strong along with bone and 
black patents running third. Fabric 
shoes with some little trim were 
selling very well and in the casuals, 
the Italian straws were still strong. 

A Flagler street store in down- 
town Miami is selling fall mer- 
chandise and a new shade, Brazil- 
ian tan, is above black and here 
again, the triple needle is giving 
way to the double needles. Also 
there is a trend toward a more 
opened up shoe such as the sling 
backs and open toes. Black suede 
and calf are strong. The tans are 
selling well and coordinated with 
matching bags.. Another strong 
number was a new black and tan 
sprayed on effect with a photo- 
graphic look. Fabrics are strong 
for after five, silks, peau de soie, 
in plain pumps. Square toed casuals 
are good in black and a beige gold 
shade. Red also is beginning t. 
wake up according to the buyer 
here. 


MANUFACTURING REPORT 





More price hikes nearly a certainty, but not until September 


ST. LOUIS 


Announced price increases by 
the nation’s giant shoe producers 
have helped clear the air economi- 
cally for St. Louis’ medium- and 
small-sized manufacturers. 

Most of the firms queried indi- 
cated that there would be some 
raising of prices on their spring 
lines when sales representatives 
go on the road with them in Sep- 
tember and early October. Increas- 
ing prices before then is rarely 
mentioned, despite the widespread 
and often-mentioned profit squeeze. 
Most firms feel that to alter their 
price structures in mid-season is 
unnecessarily confusing to their 
accounts. Only a sudden upsurge 
in the leather market will make im- 
mediate increases mandatory. 

Local producers, even those who 
were forced to pass their divi- 
dends, are not pessimistic. “Old 
hands” report that they have 
weathered economic storm pres- 
sures before and come through bat- 
tered but fighting. The fact that 
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spring-summer at retail was bad 
does not necessarily mean that fall- 
winter will follow suit. 


Boston: First-half totals 
about even with 1960’s 


With most vacation periods over, 
New England shoe manufacturers 
have moved into their second half 
of the year. Figures in the first 
half, for the most part, ran even 
with last year. 

Considering the adverse busi- 
ness conditions that prevailed over 
the spring months, producers are 
optimistic for the remainder of 
the year. They are not expecting 
a boom, but rather a substantial 
production period. 

Shoe manufacturing has been re- 
ported as picking-up, but a large 
order backlog is not on the books. 
An indication of this pick-up has 
been a steady hiring of shoe fac- 
tory help in virtually all cate- 
gories over the past two months. 

Healthier activity at retail level 
should soon be reflected on manu- 


facturers’ orders. An issue that 
still arises is that delivery prob- 
lems are expected to become more 
and more apparent in this second 
half of the year. 

Concerning spring 1962 price 
rises, the general New England 
consensus is that market conditions 
over the next few months will de- 
cide this issue. Rising costs of la- 
bor and materials have been cited 
as necessitating a price rise. 


Milwaukee: Healthy tone 
pervades ’61 industry 


A healthy, expectant tone exists 
in the men’s and children’s shoe 
industry here. At mid-point in 
1961, firms report business ahead 
of last year. Several say volume 
has been “only a hair behind,” and 
is bound to overtake last year’s 
figures. 

Manufacturers report a steady 
tide of mail orders from the field. 
To a degree, the news of fall price 
increases has stimulated dealer or- 
ders, they claim. 
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Talking up the “wear life” of a shoe is standard 
practice in shoe business. The consumer, too, is 
interested in wear values. 

But “wear value” isn’t really what sneitt retailers 
or consumers mean. For example, most women will 
eventually discard their shoes, even though the 


shoes still have lots of good wear value left in them. 
Many children outgrow and discard their shoes be- 
fore the shoes are actually worn out. 

Thus the point of more realistic interest is this: 
What’s the average “life” of a shoe? In short, how 
long does a shoe play an active role in the indi- 
vidual’s wardrobe? 

First, it varies—depending upon whether the indi- 
vidual is a man, woman or child. For example: 

Women buy an average of almost five pairs a year. 
This means that the active life of a pair of women’s 
shoes in slightly above 10 weeks. 

Men buy an average of 1.8 pairs of dress and 
casual shoes a year. So the active life of a pair of 
men’s shoes is 40 weeks—highest of all classifica- 
tions. There are several reasons for this. For in- 
stance, men still continue to have their shoes re- 
paired. Men tend to buy sturdier shoes in the first 
place. Men’s shoe styles change far less frequently, 
thus keeping the shoes “in fashion” for a longer 
period. 

Misses and children buy an average of almost five 
pairs a year. Thus the active life of their shoes is 
about the same as women’s—slightly over 10 weeks. 
While this juvenile group gives its shoes more abu- 
sive wear, their feet are also growing. So the “life” 
of the shoe is naturally shortened by the foot-growth 
factor. 

Boys and youths, according to the statistics, buy 
about 1.5 pairs a year. This gives these shoes an 
active life of about 35 weeks. However, the “life” 
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Shoe life? 


It depends on the buyer 


period is actually much shorter. For example, most 
juvenile males wear sneakers from about May 
through September or later. Thus the actual shoe- 
wearing period is about 7 months rather than 12 
months. So the active life of their regular shoes 
comes down to about 20 weeks. 

Infants and babies, according to the statistics, 
buy an average of two pairs a year—giving their 
shoes an active life of 26 weeks per pair. But here 
again the official statistics are questionable. Infants’ 
shoes end at size 8. Census figures classify all chil- 
dren 5 years and under as babies or infants. That 
means over 20 million tots. But perhaps none of 
those children over 3 years wears a size 8 or less. 
This changes the “mix.” It means that the real con- 
sumption of infants’ and babies’ shoes is closer to 
3% pairs. This would shorten the active life of in- 
fants’ and babies’ shoes to about 15 weeks. Keep in 
mind, too, that most of these tots outgrow rather 
than outwear their shoes. 

The active “life” of a shoe varies greatly with 
individuals. Some women, for instance, buy an aver- 


age of 10 pairs a year. This gives their shoes an ac- 
tive life of about five weeks. Some men will wear 
the same pair of shoes, repeatedly repaired, for three 
or four years—giving their shoes an active life of 
150 to 200 weeks. 

Thus it isn’t so much a matter of how long a shoe 
will wear; rather, it requires a fresh look: What’s 
the average active “life” of a shoe? And ironically, 
as the years go by and shoes become better in con- 
struction and value, the active “life” of the shoes 
continues to shorten. Due to our upgraded standards: 
of living and expanding economy, people see shoes. 
less as a utility item. This means they want more 
frequent change, more turnover of the new. The 
trend has applied to all types of shoes—except men’s. 
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Shoemen talk about fitting the “normal” foot. Or 
they speak of children growing up with “normal” 
feet. In regard to feet, the term “normal” is com- 
monly used. And, unfortunately, it’s also used loose- 
ly, frequently incorrectly—and often without un- 
derstanding what it really means in the first place. 

Well, what is a 
normal foot? 

Medical and stand- 
ard dictionaries tell 
us that “normal” 
means ‘‘agreeing 
with the regular and 
established types”; 
or it means “occur- 
ring naturally.” 

And here we make 
an important discov- 
ery. Normal and 
healthy aren’t neces- 
sarily the same 
thing. For example, 
it’s normal to have 
cavities in your teeth 
—but it isn’t healthy. 
It’s normal because 
most people have 
cavities. So this is 
“in agreement with 
the regular and es- 
tablished types.” 

It’s normal for an average American or European 
man to be somewhere around 5 ft. 8 in. in height. But 
it’s just as normal for an African pigmy to be only 


Just what 


is a 
‘NORMAL’ 


foot? 


it. tall. 

So what’s a “normal” foot? First, it doesn’t have 
ny specific anatomical shape. It can be a short- 
wide-stocky foot and be normal. It can be a long- 
thin-bony foot and still be normal. It can have a 
low, medium or high arch and still be normal. The 
second toe can be longer than the big toe, or vice 
versa, and the foot can be normal. 

Keep in mind that in all of these cases we’re talk- 
ing about the anatomical shapes of feet. This is the 
structural side of the “normal” picture. In other 
words, foot shapes can vary widely, and still all can 
be “normal.” 

But in feet, “normal” must also be seen from the 
functional standpoint. A foot can appear normal 
from a structural or shape standpoint, and yet be 
abnormal from a functional standpoint. 

A foot that has serious and chronic aches and 
pains is obviously not a functionally efficient foot. 
Most feet are functionally efficient. So if the feet of 
one individually don’t feel and function as well as 
the average, then, according to the definition, this 
doesn’t “agree with the regular and established 
types.” So this makes the functionally inefficient 
foot abnormal. 

So the key to it all is simply this: For a foot to be 
“normal” it can have different shapes, but it must 
at the same time be functionally efficient. 

However, the structural makeup of a foot can be 
“deformed” so that from the shape standpoint alone 
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it can be classified as abnormal. For example, a 
severe pronation accompanied by a “fallen” arch and 
eversion of the forefoot reveals an obvious structu- 
ral breakdown of the foot. This is almost always 
accompanied by a serious functional foot deficiency. 

On the other hand, a congenital (inherited) flat 
foot may appear “different” in shape, yet be func- 
tionally efficient. For example, Jesse Owens, the 
famous Negro track star of some years past, had 
congenital flat feet (as do many other fine athletes), 
yet it in no way impaired the functional efficiency of 
his feet. 

Doctors can tell the difference between a con- 
genital (normal) and acquired (abnormal) flat foot. 
But simply because the foot is flat doesn’t make it 
abnormal. The same applies to pronation. Most 
people have some degree of pronation. This is “nor- 
mal.” But when the pronation becomes extreme, it 
impairs foot function. Then the foot, via the prona- 
tion, becomes abnormal. 

Perhaps the best way to appraise the concept of 
“norma!” is to always ask two questions: (1) Does 
it impair efficient function? (2) Is it temporary or 
chronic? 

For example, a foot can be temporarily abnormal 
if it has a painful corn. This impairs efficient foot 
function. But because the condition is temporary 
(that is, the corn can be removed and foot efficiency 
quickly restored), the foot can instantly become nor- 
mal again. But in the case of a severe weak foot 
resulting in pain and sluggish gait, the condition is 
more chronic. Hence the foot is abnormal rather 
than normal. 

Summed up, it simply means that before we are 
quick to “diagnose” a foot as being normal or ab- 
normal, we should understand the qualifying condi- 
tions which make it so. 
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Apt Apparel ? 


Be neat, never gaudy, on sales floor 


How sharp should a shoe salesman’s fashion ward- 
robe be? The answer to that might vary so radically 
by region and type of store that no one standard 
would be realistic. However, there is always a safe 
middle road. 

If you consider the store as a workday home and 
the shoppers who enter it as guests, politeness would 
suggest that the host do nothing to imply inferiority 
in his visitors. Therefore, a broad rule would sug- 
gest apparel that’s neat, but not gaudy, for wear on 
the selling floor. 


This rule applies to both shoes and clothes. A 
choice of high-fashion shoes should be expressed in 
displays, not worn at the fitting stool. And, one cardi- 
nal rule is that the salesman should never refer to 
what he is wearing as a choice for the customer 
being served. This eliminates, for the customer, the 
possible embarrassment of disagreeing with the 
taste of the salesman, which has thus been made 
personal. It also avoids the loss of a sale due to 
other psychological factors in the customer-salesman 
relationship. 


The reference so far has been to men’s shoe sales- 
men. A higher fashion quotient is permissible for 
salesmen working in the women’s shoe section ex- 
clusively. There would be no question there of refer- 
ence to apparel worn by the salesman. His good 
appearance, which presumably makes him more at- 
tractive to women, is part of his job. To a lesser 
degree, this would be true in children’s departments. 


Good grooming is a far more important considera- 
tion for the shoe salesman than fashionable clothing. 
Salesmen cannot all be handsome, but they can be 
well groomed, 


There is no excuse for dandruff on the jacket col- 
lar or a scurfy scalp posed in the direct line of vision 
of the customer being fitted. 

What was good for the U. 8. Armed Forces in the 
past several conflicts is good enough for the peace- 
time pursuit of the dollar. We are talking about the 
cosmetic control of some of nature’s less edifying 
manifestations. 


We are talking about fresh breath. The way to 
be sure of it is good dental care and daily or oftener 
refreshers to insure that offensive traces of food, 
tobacco or other substances are absent. 
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We are talking about the use of deodorants and 
anti-perspirants to forestall condemnation as the 
great unwashed. We are talking plenty of baths, 
fresh laundry and frequent dry cleaning for granted. 


One more item that should be given its quota of 
attention is well-cared-for hands — nothing fancy, 
just a matter of clean, cut nails and frequent 
washing. 


There should be no serious difficulty in determin- 
ing an appropriate wardrobe to wear at work. There 
is a wide choice of comfortable, easy-to-move-in 
clothing at every price level. The matching suit, 
the jacket and slacks or a blazer all seem reasonable 
for ordinary conditions. 

For stores without air conditioning, summer heat 
might be a problem. For this, either a launderable 
jacket or its discard in favor of a fresh shirt as a 
kind of store uniform seems reasonable. The deci- 
sion on neckties or open collars should be based on 
community custom. 

The salesman doesn’t have to be a fashion plate 
to be a good sales- , 
man, but he does 
need to “know” 
fashion, He needs 
to know how to 
match footwear 
to the occasion 
for which it is 
being purchased. 
He needs to know 
how to cut down 
selection time by 
making a quick 
appraisal of the 
kind of shoe the 
shopper in front 
of him will favor. 





For the second 
head of fashion 
(fashion knowl- 
edge), the foun- 
tainhead is the 
fashion industry 
and all the peri- 
odicals that serve 
+t. 











an employee 


is injured? 


Any shoe retailer who has employees working for 
him should seriously consider some form of compen- 
sation insurance to cover injury to the employees. 

Every state has enacted some form of compensa- 
tion insurance. The eligibility requirements are not 
uniform in all states. In some, the nature of the 
employer’s business determines if coverage is man- 
datory and in others, the number of employees is the 
deciding factor. In certain states, the requirements 
are based on a combination of these conditions. 


In 24 states there are elective statutes which give 
the employer the choice of having or not having 
compensation insurance coverage. However, there 
are usually penalties which make it hazardous for 
the retailer to be without the insurance protection. 
In these states, failure to provide insurance means 
the retailer is denied his three common law defenses. 

(1) Fellow servant rule—another employee was 
responsible for the injury; 

(2) Assumption of risk—the workman assumed 
the possibility of an accident by reason of the nature 
of the work; and 

(3) Contributory negligence—the injured person 
was careless and the accident could have been 
avoided. 

Denied these three defenses, the employer has 
little chance of avoiding an adverse verdict in court. 
It is better and much safer to buy a compensation 
policy. Fines vary between $500 and $5,000 for the 
failure to guarantee the benefits of the compensation 
law to the employee. In some states, a prison sen- 
tence may be imposed. 


If you employ minors in your retailing business, 
you are exposed to severe penalties in the event of 
an accident. There are states where an injured minor 
is entitled to double benefits if illegally employed at 
the time of the accident. In this case, the employer, 
not the insurance company, must pay the additional 
sum. In other states, the minor may bring separate 
suit aginst the employer. In one state benefits may 
be trebled. 
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_What’s the definition of a minor? A minor is usu- 
ally defined as a person who is under 18 years old. 
However, two states consider any person under 16 
years old a minor. If you employ a minor take these 
three steps: 

(1) Require working papers. 

(2) Contact the state labor department to deter- 
mine just what work the minor can do. 

(3) Make certain the minor doesn’t engage in any 
job activities forbidden by the labor laws. 


You may have occasion to hire an independent 
contractor to do alteration work on your store or to 
handle new construction. The laws in many states 
make the owner who hires the contractor responsible 
for payment of compensation benefits to injured em- 
ployees of an uninsured contractor if injured on the 
owners premises while performing work required by 
the contract. 


There are two possible penalties: 

(1) The retailer will be charged a policy fee if 
the contractor does not carry insurance at the time 
of the accident, or 

(2) Losses will be charged against the owner’s 
experience. 


There are two safeguards the retailer has against 
penalty. He can demand a certificate of insurance 
as evidence that the contractor carries compensa- 
tion coverage and, if the compensation policy ex- 
pires before the project is destined to be completed, 
he can make certain a renewal is forthcoming by 
setting up a diary date. 


The compensation policy is divided into two sec- 
tions. One portion complies with the compensation 
law requirements and the second part covers claims 
not compensible under the law. The standard limit 
under the second part is $25,000 but wise retailers 
carry at least $100,000 protection. The additional 
charge for this is small and recent judgments in 
court indicate the need for substantial protection. 
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The Recorder appoints 
new associate editor 


The RECORDER’S popular “Shoe 
School” section has a new teach- 
er. 

Joining the magazine in Phil- 
adelphia last month as associate 
editor was Edward J. Richter, 
36-year-old writer, author and 
former newspaperman. Besides 
editing “Shoe School,” he will 
write frequent 
feature articles 
and fill a major 
role on the RE- 

CORDER’S grow- 
ing editoriai 
staff. 

He succeeds 

Charles H. 
(Chuck) Hos- 
sack, who re- 
signed. 

Arelative new- EDWARD J. RICHTER 
comer to the shoe industry, Rich- 
ter long ago established himself 
as a man of many interests. 
Among them: flying, basebali 
and studying religions. He is 
the co-author of a new book 
about the role of religion in 
American Presidential cam- 
paigns, which the Macmillan Co. 
will publish in the fall. He has 
written magazine articles about 
both religion and baseball. 

A licensed pilot, he likes to go 
vacationing by air with his wife, 
Esther, serving as navigator. 

Ed Richter came to the RE- 
CORDER by way of three newspa- 
per jobs and two years of free- 
lancing writing, most of that 
period spent in preparing his 
book. He has also served in both 
the Navy (as an aviation radio- 
man in the Pacific during World 
War II) and the Army (as a 
public information officer at Ft. 
Meade, Md., during the Korean 
War). He is a graduate of The 
Johns Hopkins University, Bal- 
timore. 

Richter will attend the Na- 
tional Shoe Fair in Miami Beach 
next month. In the meantime he 
is concentrating on “getting ac- 
quainted” with the industry, 
both in the RECORDER’S home city 
of Philadelphia and in other shoe 








centers. 
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Discount market gets new emphasis at EJ: 
More leased departments will be opened 


Endicott Johnson Corp. is plac- 
ing greater stress on marketing 
through discount operations, Ray- 
mond A. Mills, executive vice-presi- 
dent, told BooT AND SHOE RE- 
CORDER. 

In addition to selling through 
discount operations, which Mills 
says the company has been doing 
for a number of years, EJ has 
also begun to operate leased shoe 
departments in discount depart- 
ment stores. The company also 
operates its own regular-type re- 
tail stores and sells its merchan- 
dise through independently owned 
stores. 


Unbranded merchandise—All 
discount operations will be serv- 
iced with unbranded lines. These 
will be sold either from instock 
or made up specially for discount 
operations “from a style and spec- 
ifications viewpoint,” Mills said. 
They cannot be compared in any 
way to the brands manufactured 
by Endicott Johnson, he added. 

Asked if the same grade of shoe 
may be sold by a nearby tradi- 
tional outlet for more money, he 
said “it may very well be. But we 
have no control over the discount 
retail price.”’ The traditional out- 
let may also be selling the com- 
parable shoe “for less,” Mills 
pointed out. He declined to spec- 
ify the discount stores carrying 
EJ’s shoes or to name the stores 
where it operates leased depart- 
ments. 


“Recognizing a trend”—EJ’s in- 
creased effort in discount opera- 
tions, Mills said, is due to the in- 
crease in the number of discount 
stores and the importance of this 
method of retailing. 

“In setting up a line of un- 
branded shoes,” he said, “we are 
recognizing a trend.” Endicott 
Johnson, he stated, takes advan- 
tage of “all methods of normal 


distribution and always has.” 
The company-leased depart- 
ments were begun within the past 
year. They are currently in opera- 
tion in discount stores throughout 
the country, Mills said. In some, 
shoes are selected from a loose 
bunch on tables, while in others 
sales clerks are used. The com- 
pany plans to add several more 
departments within the year. 


Mass. may require sign 
identifying shoe imports 

A new Massachusetts law, pro- 
hibiting the sale or offering for 
sale of imported goods unless pros- 
pective purchasers are notified that 
these goods are imported, may be 
amended to include shoes. 

Presently the act covers machin- 
ery, fabrics, sporting goods or 
equipment, and radios and parts. 
James Broyer, legislative agent for 
the Massachusetts State Council 
AFL-CIO, initiated the planned 
amendment after a personal en- 
counter with imported shoes. Said 
Broyer: “My wife bought a pair of 
shoes, assuming they were Ameri- 
can-made. When she got them 
home, she saw the ‘made in Czecho- 
slovakia’ sign. I went with her and 
we returned the shoes.” Broyer felt 
that transactions like this shouldn’t 
happen, and thus is planning the 
shoe amendment. 

The Massachusetts act requires 
“displaying in a conspicuous place, 
in letters at least as large as the 
figures indicating the price... , 
a sign marked ‘Imported Goods’. If 
the goods have an individual price 
marking, then in like manner, they 
shall also be marked with the 
words ‘Imported Goods’ or the 
country of origin indicated. 

“No person shall advertise for 
sale such goods unless such adver- 
tisement also contains the words 
‘Imported Goods’.” 





PROMOTION 
LIA lists 6 campaigns for fall, Christmas 


Leather Industries of America 
plans six nationwide promotions to 
boost fall shoe sales at retail and 
help merchants gain a bigger share 
of the Christmas gift business. 

Each campaign will be launched 
by an LIA four-color ad in a na- 
tional magazine, and supported by 
merchandising aids. The packets, 
to be available from LIA on re- 
quest and also through participat- 


ing manufacturers, will include 
window streamers, counter cards; 
in-store “guides” to new _ shoe 
shapes, colors and leathers; sug- 
gested publicity, and advertising 
and window displays. 

A national publicity effort by 
LIA will support each promotion. 
The six campaigns will be built 
around: 

© A double-page, color spread in 





SEE the “GROW-ROOM” 


without X-ray 
with new VISUMETER’ 


Simple... Quick 
Safe... Accurate! 


NEW, IMPROVED MODEL 


ONLY $1950 aa 


Guarantee 


SLUGHTLY HIGHER IN FOREIGN COUNTRIES 


New, accurate VISUMETER allows both shoe-fitter and customer actually 
to see toe-room, yet gives visual proof of correct fit mechanically. Compact, 
lightweight VISUMETER operates like a scientific gauge. Five simple steps 
... (1) insert VISUMETER in shoe, (2) release lock allowing VISUMETER 
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the Sept. 1 issue of Vogue showing 
the basic toe shapes for fall and 
winter — from the still - popular 
pointed toe to the chopped-off 
square. The ad will be headlined 
“Fall’s Newest Shapes Are in 
Leather.” 

© A black-and-white spread in 
the September issue of Parents’ 
Magazine headlined “Nothing Sup- 
ports Your Children’s Feet Like 
Leather.” This will lead off a 
leather shoe section in which some 
15 manufacturers will participate. 
These firms will incorporate in 
their ads the LIA message that 
“Leather shoes are better shoes.” 

© A two-page color spread in the 
October issue of Esquire telling 
how new, soft durable leathers 
make possible the development of 
new casual shoes for winter wear. 
The ad will feature two shoes and 
copy emphasizing that the new cold 
weather casual [for more about 
this new group, see the RECORDER’S 
feature pages] incorporates the 
comfort of summer casuals plus the 
ruggedness and stamina needed in 
a fall shoe. 

© An editorial-type ad in To- 
day’s Health, official magazine of 
the American Medical Assn., stress- 
ing the health and comfort features 
of leather shoes. It will be illus- 
trated with cross-section views of 
a man’s and a woman’s leather 
shoe. 

@ LIA’s Christmas “give a man’s 
shoe as a gift” ad in full color in 
the Dec. 3 issue of the New Yorker. 
Christmas and Father’s Day gift 
ads by LIA have been credited 
with increasing sales at the retail 
level in each of the four years since 
they were begun. 

© Two men’s shoe gift ads in 
Canadian magazines. One will run 
in a December issue of Maclean’s, 
the second in the French-language 
edition of Chatelaine, also in De- 
cember. Participating brands will 
be listed. 


Golden Slipper Award 


The National Shoe Institute has 
presented its first Golden Slipper 
Award for “the best viewpoint on 
shoes for spring and summer 1961” 
to Lotys Benning Stewart of the 
Indianapolis Star. The award in- 
cludes a pair of golden slippers, a 
round trip to London and Paris by 
air, and a jereboam of champagne. 


Boot and Shoe Recorder 





Paintings in windows 
spur interest in color 


Shoe stores in Chicago are mak- 
ing considerable use of paintings 
in shoe displays to point up color 
motivation. O’Connor & Goldberg 
is exhibiting a neo-impressionis- 
tic canvas of a Paris scene along 
with a lilac luster calf pump, as 
a means of heightening interest in 
color. 

Joseph’s is showing an opened- 
toe pump in shades of magenta to 
turquoise to green to hot pink 
Siamese silk, against the flat 
values of a Matisse painting. An- 
other Joseph’s display uses con- 
temporary expressionism as a 
background for multi-striped silk 
pumps splashed with confetti of 
sequins. 

Blums-Vogue is showing a tan- 
gerine white and tan pump, 
stroked and heeled in _ patent, 
against an abstract design of De- 
rain’s portrait of a harlequin. 


NEW LINES 


Singer’s photo encased 
in toe of Ansonia shoe 


In a bid for a share of the teen- 
age fashion market, Ansonia Shoe 
Corp., New York-based chain, has 
introduced a flat-heeled casual with 
a clear plastic pocket on the toe 
of each shoe for inserting a photo- 
graph. 

The shoes, called ‘Pho-Toes,” 
come equipped with colored pic- 
tures of singer Bobby Rydell. But 
the company says it expects “most 
girls will soon add their own beau’s 
picture to their toes.” The shoes 
are offered in red, loden green, tan 
and black. 

Personal appearances by local 
disk jockeys highlight a national 
campaign being built around the 
new line. 


MARKETING 


Genesco consolidates 
Holiday and Flagg Bros. 


Genesco, Inc., announced the 
consolidation of two of its nation- 
wide groups of retail shoe stores, 
Holiday and Flagg Bros. 

Flagg Bros. stores feature styles 
for young men. Holiday stores fea- 
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ture popular-priced women’s shoes. 

J. Owen Howell, Jr., who has been 
president of Fiagg Bros., becomes 
president of Flagg Bros.-Holiday 
Shoe Co., Genesco’s internal desig- 
nation for the consolidated firms. 

William M. Blackie, executive 
vice-president of Genesco who an- 
nounced the consolidation, said: 

“About 30 per cent of our Holi- 
day women’s stores now carry 
Flagg Bros. men’s shoes, and our 
new organizational consolidation 
will result in an expansion of this 
principle.” 





FOOT) 
BALANCIE 


Blackie also announced these ap- 
pointments in Flagg Bros.-Holi- 
day: 

Ed C. Jones, formerly operations 
manager for Flagg Bros., becomes 
sales manager for Flagg Bros.-Hol- 
day. 

William C. Maclay, formerly sales 
promotion manager for Flagg, be- 
comes sales promotion and display 
manager for the combined operation. 

Hiram Harris, general merchan- 
dise manager for Flagg, becomes ad- 
ministrative buyer for Flagg Bros.- 
Holiday. 

Edmund Mayhall, style director for 
Flagg, becomes product manager for 
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Flagg, and John Burnett and Roy 
Manning are product managers for 
Holiday. 

Bob Joyner will 
Flagg. 

Sherman Rose, former head of the 
Holiday Stores division, becomes ad- 
visory consultant to Genesco on re- 
tail store operation. 


be buyer for 


SHOE SHOWS 


Miami Beach ranks 4th 
among convention cities 


Miami Beach, where the Nation- 
al Shoe Fair will take place next 
month, has risen to fourth rank 
among the nation’s convention 
cities—behind New York, Chicago 
and Atlantic City. 

The resort city now has almost 
400 hotels, most of them on or 
near the oceanfront. Only a few 
are over 30 years old. Fifty of 
these hotels will be used for the 
National Shoe Fair, Sept. 24 to 27, 
for exhibit and _ sleeping-room 


space. 

Show officials say nearly 13,000 
shoemen will attend the Fair, the 
first one ever to be held in Miami 
Beach. The show will take place 


during Miami Beach’s off-season, 
May to November, when hotel 
rates are lower. 

George Gayou, veteran manager 
of the Fair, says the Florida city 
was picked for the NSF “because 
of its growing and major im- 
portance as a national convention 
center—and as the perfect setting 
to introduce new resort and 
spring-summer lines.” 


FINANCIAL 


Spencer Shoe says past 
year was its best ever 


Spencer Shoe Corp., Boston, 
says the year ended June 3 was 
the best in its history in both 
sales and earnings. According to 
C. Charles Marran, president, final 
figures aren’t yet available, but 
early ones show sales of about 
$17.5 million. This is up from 
fiscal 1960 sales of $14.9 million. 

Final earnings are expected to 
be higher than last year’s $390,- 
891, or $1.08 per common share. 
Fiscal 1960 was the best previous 
year for Spencer. 

The firm is optimistic about the 


coming year’s sales and has plan- 
ned a major expansion program. 
By the end of this fall, it expects 
to open 17 new units in discount 
department stores. Future expan- 
sion will be directed at the Mid- 
west and South. 

The chain currently operates 94 
retail units. More than half are 
leased discount department store 
outlets. 

Considering the gains of the 
past fiscal year, directors have 
proposed a 5-for-4 stock split, sub- 
ject to approval by stockholders 
at the annual meeting Aug. 21. 
Spencer’s last dividend payment 
was 3 per cent in stock last De- 
cember. A stock dividend of 2 per 
cent was paid last June. Cash 
dividends have not been paid 
since 1958. 


Chains report June gains 


Four leading shoe chain organi- 
zations have reported sales in- 
creases for the month of June, but 
their gains failed to keep pace with 
the increasing number of store 
units. 

Melville showed the biggest in- 
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crease: 9.5 per cent. Kinney was 
up 7.9 per cent, Edison Bros. 4.9 
per cent and National 2.6 per cent. 
For the first six months of this 
year, Edison Bros. reported a sales 
increase of 2.9 per cent over 1960’s 
first half. Kinney was 1.6 per cent 
ahead while Melville’s total was 
virtually unchanged. National 
showed a 1.5 per cent decline. 


TRANSACTIONS 


Bigelow Shoes, with family 
shoe stores in Hudson and Marl- 
boro, Mass., has been sold. 
Charles B. Healy, owner of the 
firm for 40 years, has retired. He 
has sold the Hudson unit to Bert 
Bergman, who has been associ- 
ated with him for 25 years, and 
the Marlboro store to Bob Lord, 
who has been with that outlet for 
27 years. Both stores will keep 
their present name. 

- e o 

Bock’s Bootery, Huntington, 
W. Va., a family-type store, has 
been bought by Gary O. Miller, a 
Huntington retail shoe salesman, 
from Jack Bach. Name of the 
store is now Gary’s Shoes. 

* * * 

The Community Shoe Store, 
Glen Ellyn, IIll., has been acquired 
by the ownership of the Knippen 
Shoe Store, Wheaton, IIl., from 
Sam Seagle, who has retired. Jack 
Radke, with 25 years’ wholesale 
shoe selling experience, will man- 
age the store. 

a * o 

The Hawthorn Shoe _ Store, 
Wheaton, IIl., was acquired recent- 
ly by Lester V. Marks, formerly 
sales representative for Inter- 
national Shoe Co. Glen Jones, for- 
mer owner, has entered the real 
estate business. Grand opening of 
the remodeled store, to be called 
Elvey Shoes, Inc., is set for Aug. 
31-Sept. 2. It will be a popular- 
price, family-type operation. 

a e e 

The Marshall Shoe Store in Sa- 
pulpa, Okla., has been bought by 
Gordon Henley, who for 10 years 
managed one of the Marshall stores 
in Tulsa, Okla. Henley announced 
he will serve as the store’s man- 
ager. W. M. Marshall, former 
owner, retains three stores in 
Tulsa and one each in Midwest 
City, Okla., and Muskogee, Okla. 
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RETAIL EXPANSION 


Gilbert to add 12 units; 


six planned for August 


Gilbert Shoe Stores, Inc., Colum- 
bus, O., has announced a record ex- 
pansion program for last half of 
1961. 

Kenneth Blumenstein, vice-pres- 
ident, said the company will add 
12 units to the 28 discount shoe 
departments it currently operates 
in Ohio, Pennsylvania, West Vir- 
ginia, Indiana and Wisconsin. 
Gilbert’s has already moved its 
offices and warehouse to a new site 
in Columbus with 90,000 sq. ft. 
of floor area. 

Six new retail operations will 
be opened in August, Blumenstein 
said. They are in Rinks Bargain 
City, Zanesville, O.; Miller’s De- 
partment Store, Marion, Ind.; 
Butch’s Discount Market, Inc., near 
Philadelphia, and two Big Save 
stores in Chicago, plus a new store 
being added at Columbus. 

Later openings have been author- 
ized for two additional stores in 
Chicago and one each in Parkers- 
burg, W. Va., Charleston, S. C., 
Muskegon, Mich., and Erlanger, 
Ky. 


Shoes get prominence 
in J. W. Robinson unit 


Display and selling space for 
men’s, women’s and children’s shoes 
occupies a large part of the new 
multi - million - dollar Robinson’s- 
in-the-Valley store which opened 
recently in Panorama City, Calif. 
The store is the fifth unit of the 
J. W. Robinson chain in Southern 
California, which also maintains 
stores in Los Angeles, Beverly 
Hills, Pasadena and Palm Springs. 

The women’s shoe department, 
on the main floor of the three-story 
glass and marble structure, com- 
bines three separate departments: 
the medium-price ‘‘Robinaire’’ 
lines, casuals and higher - price 
Fashion Salon shoes. The new de- 
partment duplicates a pattern in- 
troduced in the Pasadena and Palm 
Springs stores, where a one-stop 
women’s shoe center has proved 
popular and profitable. 

The triple department in the 
Valley store is managed by James 
Fuqua, former assistant manager 


of women’s shoes at the Los 
Angeles store. Arthur L. Simmons 
is merchandise manager of women’s 
and children’s shoes. 

The latter category is sold in 
an attractively designed setting on 
the second floor. This department, 
with 22 fitting chairs, includes a 
teen and pre-teen section. 

In the men’s store, also on the 
main floor but at a far end of 
the building, 800 sq. ft. of selling 
and stock space have been allotted 
to men’s. shoes. According to 
Richard Ford, merchandising man- 
ager of men’s wear, there is room 
for 4,600 pairs of shoes in the 
spacious, masculine designed men’s 
department. Shoe manager is Harry 
Asch. 

The new store is located on a 
64-acre site in the mushrooming 
San Fernando Valley suburban 
area. It covers 169,000 sq. ft. and 
offers parking space for 1,000 cars. 

Oo J = 

Krupp & Tuffly, 79 - year-old 
Houston shoe retailer, will open 
its second suburban unit Aug. 15 
in the new Fashion Square Shop- 
ping Center. President L. E. Tuf- 
fly said the store will be a family- 
type operation. “In the field of 
ladies’ shoes,” he noted, “our store 
will tie in perfectly with the ap- 
parel operation of Esther Wolf, 
Inc., next door.” As its name indi- 
cates, the center is intended to 
be a focal point of fashion, and 
the new Krupp & Tuffly unit will 
adopt the theme of a “fashion 
center” for footwear. 


The Junior Bootery, Santa Rosa, 
Calif., has relocated to a new 
store four times larger than the 
old one. In operation for 10 years, 
this children’s shoe store is owned 
by M. E. Nelson and E. L. Mc- 
Gowan. They operate three other 
stores in northern California, at 
Berkeley, El Cerrito and San 
Bruno. Scott Webb manages the 
Santa Rosa store. 


The Plaza Shoe Center, which 
opened recently in the new West 
State Plaza Shopping Center in 
Ft. Wayne, Ind., features women’s 
high-style shoes on _ self-service 
racks and offers “30 to 60 per 
cent discounts.” George Coffey of 
G. A. Coffey, Inc., Kendallville, 
Ind., owns the store. 





MANUFACTURING NEWS 





PROMOTION 


EJ launches magazine 
push for ‘The Man’ line 


“Our research told us that men’s 
shoe advertising is being seen all 
right. But it’s not memorable and 
men don’t identify themselves with 
agg 

So said Edgar B. Mooney, Jr., 
marketing vice-president of Endi- 
cott Johnson Corp., Endicott, N. Y., 
in explaining the thinking behind 
EJ’s new “The Man” campaign. 

The fall promotion will be built 
around ads in Esquire, Playboy, 
Argosy and Sports Illustrated 
starting in September. A series 
of full-color pages will show “The 
Man” in memorable situations while 
at the same time featuring EJ’s 
scuff -resistant “Living Leather.” 

The title “The Man” will also 
be applied to the fall line itself. 
EJ will help the campaign along 
with a special hang tag, carton 
and socklining, and with window 
displays, posters and streamers. 

One ad, headlined “Wouldn’t you 
like to be in his shoes!” pictures a 
couple’s feet. The man wears “The 
Man” shoes; the woman is bare- 
foot. Says the copy: “The Man 
shoes are as masculine as shoes 
can be without being downright 
bullish about it.” 

Another advertisement shows a 
negligee-clad woman placing a pair 
of the shoes outside a door bearing 
a “Do Not Disturb” tag. 

The company says its advertising 


is “guaranteed to give any red- 
blooded man a situation he can 
project himself into.” 


FASHION 


Caprini’s Turian assails 


‘Dear Abby’ stand on toes 


“Dear Abby” has found a vocal 
opponent in the person of Herman 
Turian, president of Caprini, Inc., 
Philadelphia fashion shoe manu- 
facturer. 

Turian wrote a letter last month 
to 600 newspaper and magazine 
fashion editors asking them to sup- 
port the shoe industry in the cur- 
rent controversy with columnist 
Abigail Van Buren over pointed 
toes. He said it’s unfair to suggest 
that manufacturers produce shoes 
with disregard for consumers’ com- 
fort. Miss Van Buren’s. stand 
against the points, he charged, 
“can only result in confusion to the 
consumer and unwarranted damage 
to retailers and reputable manu- 
facturers.” 

Turian said pointed toes “are by 
their nature neither more nor less 
comfortable than square toes or 
crescent toes. The simple truth is 
that good manufacturers can make 
the narrowest or widest toes com- 
fortable, and poor manufacturers 
will not.” 

The letter said Caprini, whose 
shoes retail at $24.95 and higher, 
approached pointed toes with a con- 
trolled pre-testing period to solve 
the problems of both style and fit. 


To relieve pressure on wearers’ 
toes, the company used softer and 
unlined leathers. 

Acknowledging the current move 
toward square and crescent toes, 
Turian said he believes it is the re- 
sult of “fashion on the move” 
rather than the discomfort of 
pointed toes. 


NEW LINES 


Quinn & Delbert offers 
three separate boot lines 


Several important changes and 
additions have been made in the 
1961 lines of Quinn & Delbert 
Boot Mfg. Co., Marlboro, Mass. 

The company is now presenting 
three distinct lines: the Q-D Brand, 
a medium-quality line of boots, 
including cowboy, Wellington and 
engineer types; the Quick-Draw 
brand, a high-quality line of cow- 
boy boots; and the Yodelers brand, 
a high-quality line of hiking boots 
and shoes. 

In the Q-D brand, the men’s 
boots will retail from $10.95 to 
$13.95, with youths’ and boys’ 
ranging from $5.95 to $8.95, and 
tots’ at $4.95. 

The Quick-Draw line will retail 
at $14.95 for men’s; $9.95 for 
boys’; $7.95 for youths’ and $6.95 
for tots’. 

The Yodelers line will retail in 
the $5.95 to $9.95 range for youths 
and boys. 

This appreciably expands the 
firm’s boot program, both in price 
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and variety of types. The company 
is also promoting a new trade 
theme, “Specialist Bootmaker of 
Popular Price Boots.” 


Popular-price ballet shoe 


A popular - priced ballet shoe 
called “‘Tempo”’ has been introduced 
by Leo’s Advance Theatrical Co., 
Chicago. Leo Harris, president, 
said it is made of kitten-soft cape- 
skin on an authentic ballet last. 
Suggested retail price is $2.98. 

The shoe is offered in black or 
white in sizes 8 small to 9 large, 
narrow and medium widths. A 
gift box is provided. 


PRODUCTION 


N. J. firm seeks capital 
to produce vinyl casuals 


Charter Industries, Inc., New 
Brunswick, N. J., has filed with 
the Securities and Exchange Com- 
mission in Washington notice of 
its intent to sell 100,000 shares of 
stock at $4 per share. The proceeds 
will be used to finance output of 
children’s vinyl sandals and play 


shoes. Later, a line of vinyl soles 
and heels, now being developed, 
will be added. 

The company expects to sell 
or license special-purpose molding 
machinery and molds to others 
wishing to utilize its special 
process. 

In its filing at Washington, 
Charter said it has developed a 
process for permanently molding 
porous linings and insoles to 
vinyl sandals and shoes to permit 
breathing and insure comfort. 

The output will be marketed 
through volume outlets, such as 
department stores, drug and vari- 
ety chains, supermarkets and 
mail-order houses. Soles and heels 
will be sold directly to shoe 
manufacturers through existing 
distribution outlets. 


Chesapeake-Ga. closes 


The Chesapeake Shoe Co. of 
Georgia, started in Buena Vista a 
year ago as a branch of the Chesa- 
peake Shoe Manufacturing Co., 
Baltimore, has closed. Some 50 
workers lost their jobs after the 
Georgia firm, a maker of women’s 


and children’s footwear, report- 
edly was unable to adjust its op- 
eration with that of the home fac- 
tory. 


EXPANSION 


Genesco breaks ground 
for $15 million project 


Ground was broken in July for 
the $15 million industrial park 
which Genesco, Inc., is building 
near Nashville’s municipal airport. 

Genesco President Ben H. Wil- 
lingham told a breakfast meeting 
preceding the ceremony that within 
a year after the industrial park 
is completed, the company will 
employ 5,500 persons in Nashville 
and pay them a total of $25 to $30 
million a year. 

At present Genesco employs 
about 3,000 persons in Nashville, 
which has always been the widely- 
diversified shoe firm’s home. 

The industrial park will contain 
the company’s world headquarters 
business office, as well as three 
factories and a warehouse building. 
Construction will be completed in 
1964. 
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LITIGATION 


Expelled SWSTA rebels sue for $600,000 


“We know nothing about it. 
We've been told of the suits only 
by press representatives,” said 
Cecil R. Ballard, president, and 
Paul M. Schroeder, secretary- 
manager of the Southwestern 
Shoe Travelers Assn., recently 
when told civil suits demanding a 


Berwald and Ralph Shanks, or- 
ganizers of the new Dallas Shoe 
Fair. SWSTA headquarters are in 
Dallas, where shoe shows have been 
held for almost five decades. 

A week after the first an- 
nouncement of the suits, neither 
Schroeder nor Ballard had been 


said, “When I see the petition, I’ll 
make a statement.” 


Each versus each—“Each of us 
is suing each of them [Ballard 
and Schroeder] for $100,000 ac- 
tual damages and $50,000 exem- 
plary or punitive damages for 
their having expelled us from 
SWSTA,” said Berwald and 
Shanks. “Both of us are past presi- 
dents of SWSTA and members for 
over 25 years. A registered letter 


from the defendants dated June 

24 notified us of our expulsion as 
, SWSTA. members and denied us 
| all National Shoe Travelers Assn. 
| 


served a summons. Stanley Kauf- 
man, SWSTA’s Dallas attorney, 


total of $600,000 damages had 
been filed against them by Ben 
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privileges. That means we are 
denied the right to show our lines 
anywhere in the country.” 

Eliju Berwald of the Rosenfield, 
Berwald and Mittenthal law firm, 
Dallas, attorneys for the plain- 
tiffs, said a trial date is not prob- 
able for six to ten months. Attor- 
ney Berwald is a brother of Ben 
Berwald. 
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Shows will go on—‘“We’re going 
ahead with our shows in the fall 
as planned,” Berwald and Shanks 
added. “Registrations are coming 
in but we’ve not yet had time to 
tabulate them.” Second of the 
new Dallas Shoe Fairs is set for 
Oct. 28-Nov. 1, on the same dates 
as the SWSTA Spring Show. 


FINANCIAL 


Green Shoe sales, net 
declined in first 6 months 


Green Shoe Manufacturing Co., 
Boston, reported a slight decrease 
in sales and earnings for the first 
half of 1961. 

President Sam L. Slosberg said 
that retail shoe business in gen- 
eral had felt the recession and the 
adverse effects of severe weather, 
particularly in April. But he com- 
mented further that the recession 
has apparently run its course, 
judging from a significant rise in 
orders from Stride Rite customers 
in the month of June as compared 
with June 1960. 

With a continuation of this 
trend, Green Shoe expects a satis- 
factory result for fiscal 1961 in 
comparison with fiscal 1960. 

The report for the first half, 
ending June 2, showed: Net sales: 
—1961, $10,547,902; 1960, $10,- 
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shown below. Both shoes available in black or dark 
brown leather, shadow antiqued. Whether for 
casual, dress or work wear, 
Shaw gives you the very newest, 
value-priced! At good stores every 
where. If your dealer doesn’t 
have them, write us! 
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986,867. Net earnings: 1961, $773,- TECHNOLOGY 


196; 1960, $799,442. 


Compo advisory group probes industry trends 


EJ expects to finish 
fiscal year in the red 


Endicott Johnson Corp. evident- 
ly will record its second money- 
losing year in 1961. ' ; \ 
The company finished the first ‘| ee £1) iy aes. fa 
half, ended June 2, “a little further my _ . N (7 ala te 
in the red than anticipated,” _— > 
according to President Frank A. : 
Johnson. He said he expects busi- 
ness to increase during the second 
half and on into 1962. But the 
company doesn’t expect second-half 
profits to make up the first-half 
loss. 
“We hadn’t foreseen how deep 
the recession would go and how 
it would affect us,” Johnson ex- 
plained. The company, he explained, 
is heavily entrenched in the men’s 
shoe field, and men’s shoes are Shoe manufacturing executives are guided through Waltham, Mass., plant of Compo Shoe 
usually harder hit in an economic Machinery Corp. during second annual meeting of — — or yates 
slump than women's and children's. Commitie, Lev) te right FA. Pratl Compo iim prete reiieat Btwn shoo Cos 
Although he didn’t disclose the William Solar, Compo sales promotion VP; B. Everett Gray, research manager, International 
first-half sales total, Johnson said Shoe Co.; James Cheek, vice-president and administrative manager of manufacturing, 
it fell behind the $66.2 million Genesco, Inc.; George J. Schwartz, Compo president, and J. B. O'Brien, Compo manager 


of shoemaking. Aim of the committee is a free exchange of ideas between manufacturers 
volume of the first half of 1960. of different types of footwear and Compo's staff, to point up the industry's needs. 


CU 8 ee 


STYLE NO. 8777 


SIZES 2 to 5; 6 to 13 
¢ Black Cowhide © 2 Dimensional 
° Elk Tip Post Attachment 
¢ Oak Bend Soles © Spring Steel 
e Replaceable Nylon Plates 
— ¢ Popular Priced 


Raggy sienna 3 





NEW — ALL NEW * \—“w 
SOFT STEPPERS | RITE FOR inion 


tion on Boys’ 
Scott’s new SHELL-TYPE com- ve te. 3770 of ) Licensed Hi and Lo 
bination Arch Support with - nnn Football Shoes. 
heavy weight GENUINE 
LEATHER topping shaped and 
contoured under pressure for the 
ultimate in comfort and fit. Met- 
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Supports formed from extra ?\ 
firm density FOAM rubber—soft oa SKI BOOTS 
enough to “give’’ with every ime MEN'S Style No. 7450 
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LEATHER * ALLIED NEWS 





Leather Show will return to the Waldorf 


Although the fate of the pro- 
posed January Leather Show re- 
mained doubtful into late July, 
it’s definite now that the show 
will return in 1962 to the Wal- 
dorf-Astoria Hotel, in New York. 

The RECORDER has learned that 
the Tanners’ Council of America, 
sponsor of the show, has reserved 
ballroom space at the Waldorf for 
June 25-27, 1962, for its showing of 
spring and summer 1963 leathers. 
The Council has also made tenta- 
tive arrangements to hold a show 
at the Waldorf, Jan. 2-4, 1962. Of- 
ficials of the Statler Hilton Hotel, 
where the show has been held in 
recent seasons, confirmed that the 
event would move to the Waldorf 
in January if the desired dates 
were available. 


Ballots awaited—Late in June, 
TCA sent a ballot to member 
tanners asking their reaction to 
the proposed January show—and 
presumably specifying the Jan. 
2-4 dates. Leif Kronen, Council 
executive secretary, said in mid- 
July that all the results had not 
yet been received and tabulated. 

Meanwhile, the Allied Shoe 
Products Show is quietly moving 
forward with arrangements for an 
enlarged showing in the New 


York Trade Show Bldg. Dec. 3-6. 
Show officials have made it clear 
that their aim is a complete shoe 
resources market, including upper 
leathers and fabrics as well as 
other shoe materials and compo- 
nents. 


Will timing aid Allied?—AlI- 
though they haven’t said so offi- 
cially, Allied Show leaders re- 
portedly believe the delayed tim- 
ing of the Leather Show—if it is 
held at all—will work to their ad- 
vantage. According to reliable 
trade reports, they hope to attract 
a sizable share of the 100-odd 
tanners who would normally ex- 
hibit at a December Leather 
Show. 

The Leather and Allied Shows, 
together with the relatively small 
Shoe Fabric Show, have tradition- 
ally been held during the same 
week. Next December will repre- 
sent the first departure from that 
practice. 


Semaine du Cuir set 


The 19th Semaine International 
du Cuir (the International Leath- 
er Week) will be held Sept. 8 to 
13 in Paris. More than 200 ex- 
hibitors will display leather, shoes 





and machinery in an area covering 
269,100 sq. ft. at the Exposition 
Park, Porte of Versailles. 

New importance will be given 
to conferences on raw leather, 
tanning, shoemaking and machin- 
ery. There will also be a daily 
fashion show. 

Information about the show is 
available from: Commissariat 
General de la Semaine du Cuir, 
2, rue Edouard-VII, Paris IX, 
France. 


TECHNOLOGY 


Tests point to leather 
superiority in insoles 

Comparative tests conducted on 
leather and non-leather insoles have 
revealed a number of superiority 
values for leather, according to a 
report issued by the Frederick S. 
Bacon Laboratories, Watertown, 
Mass. 

The tests, made on _ insoling 
materials used in juvenile shoes, 
were conducted for the Kepner 
Leather Co., Boston. Testing pro- 
cedures followed those used by 
the Tanners’ Council of America 
for the U. S. Government in shoe 
procurement appraisal tests. 

The tests were for insulation, 
water absorption, timing of mois- 
ture absorption, transpiration 
(breathing) and tensile strength. 


Comparative tests on flexible split bends and various synthetics 
for insole material in juvenile shoes 





Performed for C. D. Kepner Leather Co. by the Frederick S. Bacon Laboratories 


Relative 
insulation 
factor 
compared 
to natural 
flexible 


Per cent water 
remaining 
after 8 hours 
drying 


Water 
absorption 
by percentage 
of weight 


Absorption 
time in 
seconds of 
given quantity 
of water from 
surface 


Tensile strength 
in psi tested for 
durability 


Before After 
testing testing 


Transpiration 
(breathing) of 
water vapor in 
mg. per hour 
per sq. cm. 








KeeBee flexible bend (leather) 
Water finished flexible bend (leather) 
Resin finished flexible bend (leather) 
Bonded wood fiber insole material 


Electrostatically treated synthetic 
ay laminated on bonded wood 
ber 


Bonded leather fiber board 


Finished split laminated to bonded 
wood fiber base 
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The company has planned further 
work, both laboratory and clinical, 
so that its leathers can be further 
improved by scientific procedures 
for insole use. Kepner specializes 
in insole leathers. 

According to Kenneth E. Kepner, 
company treasurer, much more 
recognition is required, especially 
by retailers, of the importance of 
the insole to the construction of 
the shoe. He cites that the upper, 
lining, box toe, counter, socklining 
and heel pad are all attached to or 
built around the insole. Because 
the foot is in direct contact with 
the insole, much of the _ shoe’s 
inherent fit and comfort is de- 
pendent upon the natural perform- 
ance values of the insole. 


Sterlon last finds favor 
in Europe, maker says 


European shoe manufacturers 
expected the world’s first plastic 
last to come from a European 
source, not an American one. 

That’s what David  Serling, 
president of Sterling Last Corp., 
Long Island City, N. Y., found on 
a recent trip to Europe. His com- 
pany recently introduced the Ster- 
lon last, billed as the world’s first 
commercial plastic last. 

European last and shoe manu- 
facturers, Serling pointed out, 
have been working for years to 
develop a_ suitable plastic last. 
European shoemen who have ex- 
amined the Sterlon last, he said, 
are “amazed with this significant 
technical breakthrough—and es- 
pecially because an American 
source has been the first to achieve 
i" 

Serling said a “growing number” 
of leading manufacturers in Italy, 
France, West Germany, England, 
Switzerland and other countries 
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have ordered the new lasts. Several 
European last manufacturers are 
seeking licensing arrangements to 
produce the lasts. 

Already Sterling has produced 
more than 50,000 of the new lasts 
for the American market. The 
company has converted the entire 
production of its two plants to 
plastic lasts, and heavy production 
schedules have required extra shifts 
and a six-day work week. 


Scovill device patented 
for heat-sealing zippers 


Scovill Manufacturing Co., 
Waterbury, Conn., has been granted 
a patent for a new device for heat- 
sealing zippers in plastic footwear. 

The Scovill device arranges the 
gusset, holds it in position with 
the zipper centrally located in re- 
spect to the opening, and the zipper 
tape overlaying the edge portions 
of the boot. The Scovill apparatus 
consists of a simple gusset-forming 
member that is hinged to the bot- 
tom template die, which can be 
lifted up out of the way for place- 
ment of the gusset, and when 
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Combines utility 
with 
merchandising 
appeal 


A perfect gift for infants and toddlers. 
Made of finest vinyl available. Sculptured, 
gaily colored laughing clown design on 
toe in bas-relief. Snug-lined(T) for extra 
warmth. Easy on — easy off. Individually 
packaged in special gift box decorated with 
merry circus scenes. 


Sold in all leading department and $“) 50 
shoe stores across the country. 


pr. 

EMMCO PRODUCTS COMPANY. Retail 
Division of Sizes 6-12 

Essex Master Mold, Inc., Ivoryton, Conn. 

















placed down forms and holds the 
gusset. 

The same member has a groove 
on its top surface into which the 
metal chain and slider of a closed 
zipper are fitted to hold the zipper 
in proper position during the bond- 
ing of the zipper and gusset to the 
boot. 


NEW LINES 


Aniline patent group 
introduced by Colonial 


Colonial Tanning Co., Boston, is 
calling a new line of aniline patent 
leathers ‘“Anilglo.” The original 
name, “Fantasy,” has been with- 
drawn. 

Anilglo features an array of 
colors including Temple Gold, 
Devon Blue, Baku, Parfait, Ar- 
butus and Sea Crystal. Like Colo- 
nial’s New Luxury black patent, 
it is made with a long-wearing 
mar-resistant finish that is said 
to provide excellent shoemaking 
characteristics as well as long life 
in the shoe. 


Vinyl in new effects 


Two new patterns have been 
introduced by the Textileather 
division of The General Tire & 
Rubber Co., Toledo, O., in its 
Resproid 1000 vinyl] line. 

One of them, called Fine Pore 
Calf and marketed as an “authen- 
tic reproduction of leather in 
vinyl,” is said to be suitable for 
either shoe linings or uppers. The 
other, Fantasy, is a combination 
of highlights and soft tones. Large 
dots against a background of a 
fine screen radiate or subdue light 
values depending on how the ma- 
terial is held toward a light source. 
Fantasy is intended for juvenile 
shoe socklinings. 
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EXPANSION 


Batesville plant starts 
production this month 


Batesville Rubber Co., new sub- 
sidiary of Seiberling Rubber Co. 
at Batesville, Ark., will go into pro- 
duction this month, according to 
T. K. Seiberling, general manager 
of the parent company’s shoe prod- 
ucts division and president of the 
new company. 

“We had a partial start-up in 
mid-July and plan to have all ma- 
chinery operating before the end 
of August,” he said. 

The new $1.4 million plant will 
manufacture heels, soles and tire 
retreading materials. More than 
600 items will be produced in the 
shoe products operation. About 100 
persons will be employed. 


MARKETING 
Named by box toe firm 


Davis Box Toe Co., Inc., Beacon, 
N. Y., has appointed the Southern 
Manufacturers Supply Co. as 
sales representative for its box 
toe and counter materials in Ohio 
and the adjoining southern states. 
The Southern Manufacturers firm, 
headed by Mel Horn, has offices 
in Cincinnati and Nashville. 


Distributors for Pawling 


Pawling Rubber Corp., Pawling, 
N. Y., has appointed two new dis- 
tributors: Callahan Bros., of Lew- 
iston, Me., covering Maine, and 
Ward & Kennedy of Milwaukee, 
serving Wisconsin, Michigan, Min- 
nesota and northern Illinois. They 
will carry last repair material, last 
repairing drills and cement, click- 


er pads and cement, covering for 
shoe manufacturers’ racks, and 
clear vinyl tack tubes and flow 
tubes for water-base products. 


FINANCIAL 
USMC 3-mo. profits dip 


United Shoe Machinery Corp., 
Boston, and its domestic associated 
companies reported reduced net 
income of $1,851,917 for the three- 
month period ended May 31. This 
is equal to 77¢ per share of com- 
mon stock. Net income for the cor- 
responding period last year was 
$2,130,251, or 89¢ per share. 

Gains from sales of shoe ma- 
chines outstanding under lease dur- 
ing the quarter amounted, after 
taxes, to 40¢ per common share 
compared to the 41¢ per share 
realized during the first quarter 
of the preceding fiscal year. 

United’s gross operating income 
for the period rose to $25,589,462, 
up from $25,259,136 in the cor- 
responding quarter of 1960. 


Hartland profit-sharing 


Irving Tanning Co., Boston, has 
announced that the employee profit- 
sharing program of its subsidiary, 
Hartland Tanning Co., Hartland, 
Me., has reached the $750,000 mark. 
The program was insituted in 
December 1954. Employees’ profit 
shares consist of 50 per cent of 
the total net profit before federal 
taxes. 

Max Kirstein, president of Irv- 
ing, distributed more than $26,000 
to 315 employees of Hartland 
Tanning at a recent meeting of 
key personnel. 

Irving Tanning’s affiliate, Pine 
Tree Tanning Co., Howland, Me., 


has received its second semi-annual 
profit-sharing payment. It went to 
110 employees. 


Amer. Biltrite income up 


Earnings of American Biltrite 
Rubber Co., Inc., Chelsea, Mass., 
were more than 20 per cent higher 
in the second quarter of 1961 than 
in the same period last year, Pres- 
ident Maurice J. Bernstein an- 
nounced. The company’s earnings 
in last year’s second quarter 
were 53¢. 

Bernstein also stated that sales 
for the second quarter of 1961 were 
about $22 million, the highest in 
the company’s history, compared 
with $18.6 million in the same 
period last year. 


TRANSACTIONS 


Western Leather sold 


Operating assets of the Western 
Leather Co., Milwaukee, have been 
sold to a new company owned by 
veteran executives of the firm. It 
will be called the Western Leather 
Products Corp. 

Officers of the company will be: 
Edward H. Yewer, president; 
Thomas H. Fallin, vice-president 
and treasurer, and Nazar Hajinian, 
secretary and assistant treasurer. 
Company executives named direc- 
tors are J. B. Kiehl, Paul A. Oes- 
treich, Mathew Lesjak and H. V. 
Schilling. Also on the board are 
Erhard H. Buettner, president of 
Pfister & Vogel Tanning Co., Inc., 
and John Justen, executive vice- 
president of Pfister & Vogel. 

Western Leather has been a 
maker of heels, welting, counters, 
insoles and _ fabricated leather 
products. 
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Departments. . . 


GOLDBLATT BROS., Chicago— 
Promoted Bernard Wolf from man- 
ager of women’s and children’s shoes 
and slippers at the State Street store 
to assistant buyer of women’s shoes, 
and named William Crispe to replace 
him as department manager. 


WOODWARD & LOTHROP, INC., 
Washington, D. C.—Appointed Don- 
ald L. Anderson buyer in misses’ and 
women’s shoes, replacing Miss Betty 
French. He was formerly buyer of 
downstairs-store women’s and misses’ 
shoes. 

Named Ellis J. Farah buyer in 
budget misses’ and women’s shoes 
and budget children’s shoes. He was 
formerly department manager of 
women’s shoes for the firm’s Seven 
Corners store. 


Chains... 


G. R. KINNEY CORP., New York— 
Promoted H. D. Ervin to buyer of 
boys’ dress and men’s work shoes. He 
succeeds Jack Logan, who assumes 
the newly created post of associate 
buyer in the infants’, misses’ and chil- 
dren’s shoe departments. 


Manufacturers... 


CRADDOCK-TERRY SHOE CORP., 
Lynchburg, Va.—Appointed Fred 
Birndorf sales representative in Mich- 
igan for the Miracle Tread division. 
He was formerly with Little Yankees 
for nine years. 


ENDICOTT JOHNSON CORP., En- 
dicott, N. Y.—Appointed Paul O. En- 
gelhardt stylist for men’s and boys’ 
shoes. He was formerly with Interna- 
tional Shoe Co. as stylist for the 
Hampshire and Great Northern divi- 
sions. 

Appointed Hugh I. Warren director 
of product planning for men’s and 
boys’ shoes, succeeding John K. Mad- 
den. He was formerly general man- 
ager of the Great Northern division, 


JACK LOGAN 
G. R. Kinney Corp. 


H. D. ERVIN 
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Endicott Johnson 


International Shoe Co. 

Appointed John K. Madden direc- 
tor of production control. He was 
formerly director of product planning 
for men’s and boys’ lines. 


EPHRATA SHOE CO., Ephrata, 
Pa.—- Appointed Walter P. Palmer 
sales representative in Virginia in 
addition to his previous territory 
of eastern Pennsylvania, Delaware, 
Maryland, New Jersey and the Dis- 
trict of Columbia. His son, Walter, 
Jr., assists him. 


GERBERICH-PAYNE SHOE CoO., 
Mt. Joy, Pa.—Appointed Walter P. 
Palmer sales representative in Vir- 
ginia in addition to his regular terri- 
tory of eastern Pennsylvania, Dela- 
ware, Maryland, New Jersey and the 
District of Columbia. His son, Wal- 
ter, Jr., assists him. 


HAMILTON SHOE CO., St. Louis 
—Appointed A. D.. (Gus) Bourneuf 
sales representative for Penaljo Liv- 
ing Shoes in New England. For 10 
years he was president of Thayer Mc- 
Neil, prominent shoe retail firm. 

Named Joe Wallace sales represent- 
ative for the Penaljo division in the 
Middle Atlantic states, taking over 
part of the territory formerly covered 
by the late Kimball Adams. Wallace 
will continue to carry the Delmanette 
line in New England and the Middle 
Atlantic states, working out of Ham- 
ilton’s New York office in the Empire 
State Bldg. 


INTERNATIONAL SHOE CO., St. 
Louis — Appointed Arthur D. Bickel 
general manager of Panorama divi- 
sion, in addition to his duties as gen- 
eral manager of Accent division. 

Appointed W. Harold Parsons sales 
manager of Vitality division, a new 
position. He was formerly general 
manager of the Soft Pedals division, 
which has been transferred to the 
general line division. 

Appointed Robert B. Phillips adver- 
tising manager, Merchants Service, 
with responsibility for retail advertis- 
ing for all categories of shoes, in 


Endicott Johnson 


PERSONNEL 


Merchants Service and Shoenterprise 
stores. 


PHYLLIS SHOE CO., Lowell, Mass. 
—Appointed Arthur Goldman coordi- 
nator of sales and merchandise, a new 
post. He will also assist in styling 
and field sales. He was a principal of 
Stein-Sulkis Corp. for 16 years, and 
most recently a sales executive of 
Mannequin Shoes. 


Allied products... 


NORTH & JUDD MANUFACTUR- 
ING CO., New Britain, Conn. — 
Elected Philip W. Brown a vice-presi- 
dent in addition to his duties as gen- 
eral sales manager. He joined the 
firm in 1946. 


C. S. PIERCE CO., Brockton, Mass. 
—Appointed Hyman Zeserson sales 
representative covering shoe and de- 
partment stores in metropolitan New 
York. He was recently with the sales 
department of Chambord Shoe Co., 
New York. 


UNITED SHOE MACHINERY 
CORP., Boston—Appointed Walter L. 
Abel director of research, heading the 
firm’s research laboratories in Bev- 
erly, Mass., and Xenia, O. Robert M. 
Bigelow, United vice-president, who 
has been research director since 1955, 
will continue responsible for the over- 
all direction of the company’s re- 
search and development program. 

Appointed Clarence P. Brownyard 
assistant district manager of the 
Johnson City, N. Y., office. He had 
been administrative assistant there 
since 1959. 

Appointed Howard J. Heinz assis- 
tant district manager of the Nash- 
ville, Tenn., office, where he became 
administrative assistant last year. 





Tanners... 


A. F. GALLUN & SONS CORP., 
Milwaukee — Appointed Mrs. Sallie 
Geary Owen fashion director, with 
headquarters in the New York office, 
171 Madison Ave. 


PAUL ENGELHARDT HUGH I. WARREN JOHN K. MADDEN HYMAN ZESERSON WALTER L. ABEL 
Endicott Johnson 


C. S. Pierce Co. United Shoe 
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SHOE PEOPLE 





PEACE CORPS PROPONENT: 
Waynesville, N. C., shoe manu- 
facvurer Heinz Rollman (Wellco 
Shoe Corp. and Ro-Search, Inc.) 
was a recent witness before the 
Senate Foreign Relations Com- 
mittee. His topic: the Peace 
Corps. Rollman said the Corps 
should be composed of “an army 
of 5 million dedicated Americans,” 
preferably retired people rather 
than the youth. 


EXTRA-CURRICULAR: William 
J. Banks, comp- 
troller and assis- 
tant secretary 
and also a di- 
rector of Inter- 
national Shoe 
Co., is the new 
president of the 
St. Louis Control 
of the Comptrol- 
lers Institute of 
America.... 

WILLIAM J. BANKS Meade McCain, 
Jr., president of Swope Shoe Co., 
St. Louis retail firm, has been 
elected treasurer of Downtown in 
St. Louis, Inc., a merchants’ 
group. 
o e s 

ENGAGED: Robert J. Selig, 
president of Viscount Shoes, Inc., 
Lowell, Mass., and vice-president 
of Laconia Shoe Co., Inc., Laconia, 
N. H., will be married in October 
to Miss Joyce Diane Hyman of 
New Haven, Conn. Selig is a 1958 
graduate of Brown University and 
his fiancee is a senior at Simmons 
College, Boston. 


NSI COMMITTEEMEN: A. L. 
Johnson of International Shoe Co., 
newly appointed chairman of the 
National Shoe Institute’s adver- 
tising committee, announced the 
names of the other members in 
preparation for a September 
meeting during the National Shoe 
Fair. They are Victor Mangini, 
Commonwealth Shoe & Leather 
Co., vice-chairman; Maxwell Ben- 
son, Genesco; L. D. Hafemeiss 
ter, Weyenberg Shoe Mfg. Co.; 
Gilbert Hahn, William Hahn & 
Co.; Bernard Shapiro, American 
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Girl Shoe Co.; Morton Izen, Sears, 
Roebuck & Co.; Clifford Levin, 
Shoe Corp. of America; Harry 
Robinson, U. S. Shoe Corp.; Louis 
Schminke, Craddock-Terry Shoe 
Corp.; Edward Ives, Endicott 
Johnson; C. J. Hannon, G. R. Kin- 
ney Corp.; J. Brent Wells, Melville 
Shoe Corp.; Morris Pearlmutter, 
Edison Bros. Stores, Inc., and 
Robert Stolz, Brown Shoe Co. 
7 = — 

NAMED DIRECTORS: The St. 
Louis District Shoe Trades Assn. 
elected five directors to three-year 
terms during its recent 16th 
annual outing. They are George 
Convy, Convy Shoe Supplies Co.; 
Sid Holthaus, Kendick Co.; Carl 
LaRue, Sport Specialty Shoemak- 
ers, Inc.; Ervin Manske, Ervin C. 
Manske & Co., and Nick Reiter, 
Hamilton Shoe Co. The Bill Erhart 
Golf Trophy was won by Dick 
Morgan, Rawlings Sporting Goods 
Co. 


OUTSIDE FOOTWEAR: Wil- 
liam V. Davis, a former executive 
of the H. C. Godman Co. and its 
one-time retail subsidiary, the 
Miller-Jones chain, has _ been 
named office manager of the 
Columbus (O.) Division of Elec- 
tricity. The job was created for 
Davis, who is charged with the 
responsibility of solving the money 
troubles of the deficit-ridden city 
division. 


Wendell R. Bauckman (left), president of 
The 210 Associates, presents Abraham 
Shapiro Memorial Trophy to Joseph Set- 
tino, Continental Textile Corp., low net 
winner in 11-20 handicap division, at or- 
ganization's annual golf tourney in Can- 
ton, Mass. The award is donated each 
year by Boot and Shoe Recorder. Some 225 
golfers teed off in this, the 2Ist annual 
competition. 








| DEATHS 





ABE L. GREENBERG, 72, pi- 
oneer Los Angeles shoe retailer 
who had been called the “father 
of juvenile shoe stores in southern 
California”; July 8, in Beverly 
Hills, Calif., after a long illness. 
He founded Green’s Children’s 
Shoes, first store of its kind in 
Los Angeles, 40 years ago. A son, 
Alex, is western states sales 
director for Blue Star Shoe Co. 


MAX H. SOMMER, 68, who re- 
tired seven years ago as vice- 
president of Sommer & Kaufmann, 
San Francisco-based chain, after 
38 years with the firm; June 28, 
in San Francisco, after a short ill- 
ness. 


CARL M. STENDAL, 75, pres- 
ident of C. M. Stendal Shoe, Inc., 
in Minneapolis and a former board 
member of the National Shoe Re- 
tailers Assn.; July 9, in Minne- 
apolis. 


EUGENE L. WYMAN, 70, who 
spent 30 years with U. S. Leather 
Co., serving as New England sales 
manager, and was also past presi- 
dent of the Boston Boot and Shoe 
Club; recently, in Loudon, N. H., 
after a long illness. 


DANIEL P. COLEMAN, 69, a 
district director of Thom McAn 
shoe stores; June 29, in Philadel- 
phia. 


BERT GOLDBERG, 64, a branch 
manager for Shoe Corp. of Amer- 
ica, who was associated with the 
firm for 33 years; June 28, at his 
Syracuse, N. Y., home. 


CHARLIE S. THOMAS, 65, 
owner and operator of the Chicka- 
mauga (Ga.) Shoe Shop; July 7, 
in Atlanta. 


THOMAS F. BROWN, JR., 63, 
operator of Tom Brown’s Bootery, 
Scranton, Pa., for over 30 years; 
July 2, in Scranton. 


VICTOR MINNECI, 61, opera- 
tor of the Minneci Shoe Comfort 
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TTENTIO 
SHOE MANUFACTURERS 
RETAILERS 


WE ARE INTERESTED 
PURCHASING 


CHILDREN'S and BOYS’ 
BRANDED and UNBRANDED 


SHOES 


ANY QUANTITY 


HIGHEST PRICES PAID 
WRITE OR PHONE 


RVIN RUBIN wc 


80 READE ST., NEW YORK 7, N. Y. 
TEL. BARCLAY 7-7887 











Clinic, Sibson N3*Y¥4 for: 80 
years, specializing in making 
shoes for deformed feet; July 3, 
in Rochester. 


PHILIP MORRIS, 50, proprietor 
of the Morris-Arnow Shoe Co., 
Schenectady, N. Y.; June 25, in 
Schenectady. 


G. EDWIN SMITH, 90, founder 
of the old G. Edwin Smith Shoe 
Co., Columbus, O., who retired in 
1942 when the firm was sold; 
July 5, in Columbus. 


WILLIAM N. CONNOLLY, 62, 
public relations vice-president of 


S. C. Johnson & Sons, Inc., makers 
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BOX HANDLERS 


LONG ARM® 
WHEN 


RUSHED — > 
SAVE 


TIME 


Long Arms will get the | 
shoes from the high shelves came 
quicker, easier, safer, than by any other method, and 
return the empties upside down. Long Arms with 
handles 24’, 36/7, 48” and 60”, $3.95; with 72” 
handles, $4.95. Postage prepaid in USA. Specify han- 
dle length desired and if for men’s or women’s boxes. 
Satisfaction guaranteed. 


CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 























of waxes, including shoe shine 
products; July 8, in Racine, Wis., 
following abdominal surgery. 


You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 


“While in town see Weil” 


New York Sample Room: 
138 Duane St., NYC 


Quality shoes since ’32 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Lovis 3, Missouri 





For Over 46 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands 


Largest Stocks ll Price Ranges 
CE 1-6747 


bp oe ad 0 


Lowest Prices 











MOSINGER-COHN 


1235 Washington St louis 3. Mo 





Correction 


Owing to a typographical error, 
the name of the Geilich Tanning 
Co., Inc., 491 West Water St., 
Taunton, Mass., was misspelled in 
the Pattern Portrait on p. 25 of 
the July 1 RECORDER. 





SALESMEN ON THE ROAD 


by VIVIAN ANDERSON 


Meet Paul Schroeder, secretary-manager of SWSTA... 


“The only ideas that work are 
those we put to work.” This is 
only one of the “pearls of wisdom” 
which fall from the lips of Paul 
B. Schroeder of Dallas, secretary- 
manager of Southwestern Shoe 
Travelers Assn. since 1952. 

He puts his ideas to work for 
this association, founded in 1913. 
It has doubled its 
membership and | 
taken on new zest | 
since Paul took 
over the reins ¥J 
from the late Tom @& 

Collins. Today, 

the Dallas Spring 

and Fall Markets 

sponsored by the 

association are 

among the largest 

regional shows in PAVE 8. SCHROEDER 
the country and are noted for 
Monday morning breakfasts and 
Tuesday evening dinner - dances 
which keep retailers at the shows 
for at least three days. 

“Why do you always have an 
8 o’clock breakfast on Monday 
morning of each show?” he was 
asked. His idea is simple and it 
works! It gets both dealers and 
salesmen out early on Monday 
morning. By 9 o’clock, after they 
have had a good southern break- 
fast and listened to an entertain- 
ing speaker (who gives them 
laughs rather than shoe retail 
problems), they are filled with 
enthusiasm and ready to buy and 
sell. 

&e 

Paul, now in his 74th year, is 
a native of St. Louis. He traveled 
from 1915 until December 1934, 
when he was critically injured in 
an auto accident in Dallas. His 
courage was put to the extreme 
test when he was confined in a 
hospital for two years and had 
to spend three more years learning 
to walk again. 
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The Schroeders are well known 
throughout the country in the 
shoe field. Paul’s father, the late 
Henry B. Schroeder (known as 
“Prince Henry”), traveled for 
Johnson-Bailey, Millersburg, Pa. 
(in the G. R. Kinney group) for 
many years. In 1915 Paul and his 
brother, Harry J. Schroeder (now 
retired to Clearwater, Fla.), took 
over their father’s territory — 
Illinois, Missouri, Kansas and 
Kentucky. 

In 1919 Paul went with A. S. 
Kreider & Sons, covering Louisi- 
ana and Mississippi, but left them 
to join John Mier’s women’s shoes, 
St. Louis, traveling the Southeast 
and Southwest. In 1930, he went 
with Acme Boot Co., Clarksville, 
Tenn., selling children’s shoes and 
boots in the Southwest. After his 
accident, Paul kept up his SWSTA 
membership but could not drive 
a car. He worked for 11 years 
with the Louisiana State Depart- 
ment of Revenue until he became 
SWSTA’s permanent executive. 

The Schroeders celebrated their 
40th wedding anniversary in June. 
They live at the Cliff Towers hotel 
in Dallas. Hobbies? SWSTA fel- 
lowship and reading. Paul’s an 
honorary member of SWSTA and 
an original representative for 210 
Associates. 


Welcome to new affiliate 


Midwest division of the Cana- 
dian Shoe Travelers Assn. has 
been formed in Winnipeg, Mani- 
toba, and will become an affiliate 
of NSTA, Edmund J. Trench, 
executive-secretary and managing 
director of NSTA, announced. 
Headquarters will be in Winnipeg 
in the Donaldo Block, Room 206. 


News and notes for this page should 
be sent to: Mrs. Vivian C. Anderson, 
Salesmen on the Road Dept., 995 Lom- 
bardi Lane, Lakewood 15, Colorado. 


This is the first shoe travelers’ 
group in the Dominion of Canada. 

Lorne Grainger heads the new 
division as president. Other of- 
ficers are: Harold Morris, first 
vice-president; Bill Gelfant, sec- 
ond vice - president, and Jack 
Yetman, secretary -treasurer. All 
officers live in Winnipeg. Directors 
named for 2% years are Lance 
Farewell and Dean Halleran; for 
18-month terms, Murray Belkin 
and Ralph O’Rourke. 

A golf tournament and dinner 
at the Pine Lodge Golf Club in 
Winnipeg on Aug. 28 will initiate 
the division’s activities. 


Travelers’ special rates 


More and more shoe travelers’ 
associations are making arrange- 
ments with parking garages in 
headquarters cities for special 
24-hour parking rates for trav- 
elers. Latest to announce such 
a convenience to its members is 
Ohio Shoe Travelers Club, which 
has made arrangements with the 
Merchants Garage in Columbus. 

Special rate for OSTC members 
applies not only during the shows 
but at any other time when 
travelers may be staying down- 
town in Columbus. They pay only 
$1.25 for each 24-hour period. 
Any period uf less than 24 hours 
is paid at the regular garage 
rate. The garage is one block 
north of the loading dock of the 
club’s headquarters hotel, the 
Deshler Hilton. 


Miles down, business up 


Salesmen’s mileage figures have 
proved to be an accurate short- 
term index of business conditions 
three to six months later, ac- 
cording to Armund Schoen of 
Wheels, Inc., an auto-fleet leasing 
firm. Since the beginning of 1961, 
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Wanted to Purchase 





CASH 
TOP PRICES 


for SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast action . . . quality 
men's, women's and children’s shoes 


: Phone CE 1-6747 
Fine Footwear for over 46 YEARS 


MOSINGER-COHN 


1235 Washington St. Louis 3, Mo. 


WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 











M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 








WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 
HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. 1., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 

















KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Illinois 
Wabash 2-3797 























average mileage has been dropping 
from recession levels back toward 
normal figures, which means, ac- 
cording to Schoen, that the busi- 
ness upturn has arrived. 

When sales are hard to make, 
salesmen travel longer and further 
to keep up their volume. In the 
first half of 1960, he reported, 
mileage driven by salesmen in- 
creased more than 10 per cent. 
This was followed by the recession 
in the latter half of the year. The 
trend now, according to Schoen’s 
figures, has been reversed. 


Vacationing abroad 


Vacationing in Europe for six 
weeks are the William Mashins, 
New York City. They will return 
Aug. 30. Mr. Mashin is sales 
representative in the Greater New 
York territory for Dunn & McCar- 
thy, Inc., Auburn, N. Y. 

(CONTINUED ON NEXT PAGE) 
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TOPPS PAYS THE TOPS 


WE ARE RETAILERS 
We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. UNion 3-6413 


Phone or Wire Collect 











YOU GET FOR CLOSE-OUTS of b= P- 6 - 2 «— 


M 0 R 3 MEN’S, WOMEN’S and Hou CO 
CHILDREN’S SHOES : 
79-81 READE ST 


Complete Stocks and news uy 


Stores Solicited 
At All Times. 


YOU GET 


CASH 


Phone: WOrth2-5180 











B. & R. PAYS THE LIMIT 


WEBUY CLOSE OUTS 
COMPLETE SHOE STOCKS 
LEASES ASSUMED 


YOUR NAME PROTECTED 
B.&R. SHOE CORP. 74 Reade Street, New York 7,N. Y. WOrth 2-6358 


Phone or wire 
collect 











SALESMEN ON THE ROAD 


(CONTINUED FROM PREVIOUS PAGE) 


Help retailers expand 


Shoe travelers can show retailers 
their expansion possibilities and 
should watch for stores they visit 
that are not making proper use of 
their present space and natural as- 
sets. This advice is given to sales- 
men in an “Operational Know- 
How” lesson from Independent 
Shoemen. 

“One of the most dynamic forces 
in our entire economy is the road 
salesman, for he is the key man in 
the distributive pattern,” I. S. says. 
“Retailers are dependent upon the 
merchandising advice they receive 
from the traveler to the extent that 
their success or failure often is 
determined by the quality of sales- 
men that serve them,” the pam- 
phlet points out. 

° 

Four ways that retailers can 
grow are cited: free-standing high- 
way stores, leased departments in 
dry goods and specialty stores, ad- 
ditional outlets in neighboring 
towns, and expanded sales in pres- 
ent locations. Since the traveler 
knows his territory, his customers 
and the general economic makeup 
of the area, he is the ideal pivot 
man in the retailers’ expansion 
plans, I. S. says. 

First, the salesman must con- 
sider several factors: Is the re- 
tailer progressive? Does he have 
the needed capital? Does he have 
or can he get the proper personnel 
to carry out his growth plans? 

Leased departments in specialty 
dry goods and variety stores are 
listed as the best possibilities for 
the independent at the present 
time. The specialty store and the 
shoe merchant can create traffic for 
each other; joint advertising and 
promotion could also reduce the 
cost to both parties in getting their 
sales messages across. 

“Many stores have cramped sell- 
ing areas and unlimited waste 
space in their storerooms,” the let- 
ter continues. “Simply moving a 
partition and redecorating the 
store would enable the merchant 
to greatly expand his volume. Much 
good selling and storage space are 
lost in some stores because the 
merchant doesn’t have the courage 
to take his markdowns.” 
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Classified and Want Ads 








REPRESENTATIVE 
WANTED 








ESTABLISHED 
WISCONSIN TERRITORY 


OUR REGULAR REPRESENTATIVE IN 
THIS TERRITORY HAS HAD TO TAKE 
EARLY RETIREMENT BECAUSE OF ILL 
HEALTH. We need an aggressive re- 
placement to maintain this territory. 
All applications held in strictest confi- 
dence. Our employees know of this 
ad. Salary and/or commission to be 
arranged. This is an established Wis- 
consin firm. 


Reply to Box 905, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 














POSITION WANTED 





SALES REPRESENTATIVE 

EXPERIENCED MEN’S SHOE TRAVEL- 
ER looking to make connection with branded 
line of men’s shoes. Traveled S. E. for past 
15 years. Have excellent following in de- 
partment shoe and fine men’s stores. Successful 
sales record, excellent references. Reply to 
Box 920, Boot anp SHoe Recorper, Chestnut 
& 56th Streets, Philadelphia 39, Pa. 








MERCHANTS’ NEEDS 





PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 








HELP WANTED 


LARGE, 4@ year old baby shoe manufac- 
turer has opportunity for man with non-com- 
peting lines to call on variety, chain, infants’ 
specialty, department and family shoe stores. 
Soft soles, trainers, walkers to size 8. Liberal 
commission and advertising support. Write to 
Research Associates, Suite 37, 7933 Clayton 
Road, Clayton 17, Missouri. 


FOR SALE 


A GOING CONCERN, CURRENTLY 
MANUFACTURING INFANTS AND CHIL- 
DREN’S Pre-Welt, Bonwelt and Cement shoes, 
located in Eastern Pennsylvania. Reply to Box 
890, Boor anp SxHoz Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna. 

IN COL ORFUL COL ORADO. Women’s 
and children’s shoes. Top location, good lease. 
$15,000.00 to $20,000.00 depending on inven- 
tory at sale. Other interests. Reply to Fred F. 
Gross, 106 E. Pikes Peak Avenue, Colorado 
Springs, Colorado. 


FAMILY SHOE STORE. MOST BRAND- 
ED LINES. Established 37 years. Owner re- 
tiring. Good location. Upstate New York. 
Reply to Box 918, Boot anp SHOE RECORDER, 
Chestnut & 56th Streets, Philadelphia 39, Pa. 


FOR SAL E AT CU RRENT INVENTORY. 
Owner retiring from long established family 
store in New York State village. Rural shop- 
ping center. Absolutely top brands. Reply to 
Box 916, Boor anp SHoEe RecorperR, Chestnut 
& 56th | Streets, Philadelphia 39, Penna. 

FAMILY SHOE STORE. MODERN, 
CLEAN, LOW INVENTORY. Advertised 
brands, low expenses, man and wife operation. 
Southern Illinois. Reply to Box 902, Boor 
AND SHoe Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 


SHOE STORE, Senturing De, Lae Locke Ortho- 
pedic and Regular Style shoes and Knapp 
Cushion Shoes. Located in Hot Springs, Ar- 
kansas, famous for the treatment of Arthritis 
and Rheumatism with its Thermal Waters. 
People come here from al] over the world to 
enjoy its famous baths and wonderful recrea- 
tional facilities. The business has been long es- 
tablished and is well located. Does not require 
a large inventory or large overhead expense. 
It is newly remodeled and well stocked. Present 
owner desires to enter other work, but would 
consider buying the business back in a few 
years. Contact James E. Smith, Jr., 616 Cen- 
tral Ave., Hot Springs, Ark. 





























VINCENT EDWARDS & CO. 
World’s Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special 
short term trial offer. 


Name 





Company 
City 














CLASSIFIED 
ADVERTISING RATES 
UNDISPLAYED 
20¢ a word 


Minimum (18 words). .$3.60 
Box number, extra. ...$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$16 per inch 


Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 


NOTICE: 


Classified Advertising 
is payable in advance 
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Classified and Want Ads 








SALESMEN WANTED 





WANTED TO PURCHASE 








Well-rated established manufacturer of 
men’s popular-priced Goodyear Welts 
expanding in-stock line throughout the 
country. Territories available include all 
Western and Mid-Western States, Ten- 
nessee, Arkansas, Mississippi and Ken- 
tucky. 


This complete line of men’s dress shoes 
is priced below all competition and of- 
fers a fine opportunity for substantial 
earnings. May be carried as a non-con- 
flicting side line. Interested parties 
please contact 


H. C. Semenserc, Emons SHOE Co. 
210 Lincoln Street, Boston, Mass. 











TOP DOLLAR from EDDY 


for your 


¢ COMPLETE STOCKS ¢ CLOSE-OUTS 
¢ CANCELLATIONS 
We're always ready to buy at TOP DOLLAR & SPOT CASH 


Phone or Write EDDY SHOE CO. 132 No. 4th St. 
WA 5-9533 or WA 5-9927 “Always Reliable” Phila. 6, Pa. 

















Do you need extra money to defray high 
traveling costs on your present line or lines? 
Contact us for a very lucrative side line. 7% 
commissions. Hi-grade work shoe, sport boot 
line. Nationally advertised. Immediate IN- 
STOCK factory service to customer. We have 
openings in Missouri and Kansas, Texas and 
Oklahoma. Your age no deterrent in selecting 
in your wy med Reply in confidence. Reply to 
Box 921, Boot anp SuHoe Recorver, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 


HELP WANTED 











SALES REPRESENTATION — Metropoli- 
tan New York, New Jersey, Philadelphia, 
Washington, D. C., California and Florida for 
stock and make up line of women’s dress, grow- 
ing girls’ orthopedics, professional duty shoes, 
and conductive footwear. Straight 7% commis- 
sion basis. Write Antioch Shoe Company, Goffs- 
town, N. H. 





FACTORY OF SO. FRANCE, LICENSED 
DEALERS IN NEW _ SPORT SHOES, 
SEEKS SALESMEN for retailing to the 
United States. Write for details to Vascony 
Agence Havas Pau (B. Pyr.) France. 





SALES MANAGER 


for 


NORTHWEST FOOTWEAR JOBBER 


We are seeking an alert sales manager who is looking for a 
good growth opportunity. This man must be able to organize 
and supervise all sales activities for a highly regarded jobber of 
fabric and waterproof footwear, located in Northwest United 
States. Must be able to gain the confidence of his men, work 
harmoniously with them, plan and lead in the execution of all 
sales details. Fine incentive arrangement. Write in confidence. 


Reply to Box 922, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 








Salesman wanted for New England to 
call on retail shoe stores and depart- 
ment stores with complete line of shoe 
findings, polishes, rubbers and acces- 
sories. 


GORDON LEATHER & SHOE FINDINGS CO. 


1205 WASHINGTON STREET 
BOSTON 18, MASSACHUSETTS 











WANTED TO PURCHASE 


DISPLAY 





WANTED, DAMAGED, REJECTED, 
WORN SHOES, “as is” conditions. All types. 
Regular purchaser. Max Newman, 1348 South 
Street, Philadelphia, Pa., KI 5-9766. 








DESCRIPTIVE CIRCULAR: Price Tickets, 
Sale Signs, Special Forms, on request. Mer- 
chants Service, 407 So. Dearborn Street, Chi- 
cago 5, Illinois. 








FOR SALE OR LEASE 








LANSING, MICHIGAN 
FOR SALE OR LEASE. 
Downtown 100% block in shoe 

merchandising center. 
Reply to Box 919, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 














RETAIL HELP WANTED 





SEEKING ADVANCEMENT OPPORTUN- 
ITY? Long Established Family Shoe Store, 
handling leading brands, opening new units, has 
immediate opening for two experienced retail 
shoe salesmen. Early advancement to assistant 
manager. Also, manager wanted for Popular 
Priced Shoe Department in leading ladies’ 
wear store. Excellent starting salary plus com- 
mission, bonus, and company benefits . 
Please give ful] details, your experience and 
background in first letter. All replies strictly 
confidential. P. O. Box 247, Champaign, III. 
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ORDER 


BOOT AND SHOE RECORDER 
Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


BLANK 


Here is my wont-ad: __ 


Name (please print) 
WN cokes Sos ss 


Enclosed is Check 0 


Please check if box No. is Wanted (] Money Order (1) 
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This index is published as a convenience. No liability is assumed for errors or omissions. 
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THE LAST WORD 





New markets 

A Harvard professor says visit- 
ors from outer space will have four 
legs, and a Hollywood columnist 
maintains that good tearjerker 
films make women’s feet swell. 
Sounds like two productive new 
markets for the manufacturer 
who’s willing to take a chance. 


Yellow shoes 


Hy-Test Safety Shoe division of 
International Shoe Co. has made 
the footwear for atomic energy 
project workers at Oak Ridge, 
Tenn. Everyone in the contam- 
inated area wears them. Since it 
is against the security rules to 
wear the special shoes “off the 
reservation,” the Hy-Test pairs are 
all BRIGHT YELLOW. 


Foot file 


Ruth Rubin Feldman, who oper- 
ates the National Odd Shoe Ex- 
change, 1415 Ocean Front Blvd., 
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Santa Monica, Calif., says that she 
recently heard from a young lady 
in Florida, a former N.O.S.E. mem- 
ber who had moved, married, let 
her membership lapse. With her 
N.O.S.E. membership reinstate- 
ment, the Florida mis-mate sent 
this note: “Please put my feet back 
in your files!” 


Shoe breaker-inner 


Napoleon Bonaparte had very 
tender feet and his shoes were bro- 
ken in for him by a boy who wore 
shoes the same size as Napoleon. 


American enterprise 


The art of making toeless shoes 
a fashion instead of a calamity. 


Could be 


When your shoes pinch a little, 
it’s perhaps due to the hidden taxes 
in them. 


Statistician 


An 85-year-old barber in Al- 
bany, Wis., reports that a pedome- 


ter he wears has clicked off 156,- 
000 miles. He also has run up 
178,222 shaves and 172,904 hair- 
cuts. Although he has been at his 
trade 66 years, his totals go back 
only 63 years, since he didn’t keep 
count during his three-year ap- 
prenticeship. 


Feet hurt? 

The way to make those high 
heels more comfortable is to cut off 
part of your little toes. That’s the 
solution offered by Dr. A. V. John- 
son, a foot doctor in Fort Worth, 
Tex. The operation would consist 
of removal of the toenail and the 
bone from the first joint to the tip. 
This, the doctor said, would make 
high-heel, pointed toe shoes almost 
as comfortable as bedroom slip- 
pers. 


Not even half a smidgeon 

I don’t think a comfortable shoe 
has ever been designed that has 
even a smidgeon of sex appeal.— 
Ruth Millett. 
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NATIONAL 
SHOE FAIR 


Sept. 24-27 


Tol alt-te 
look 


SMARTNESS AND PRICE APPEAL Bata rubber footwear is priced for volume sel- 
ling. But that’s less than half the story. Bata 

design, up-to-date styling and precision construction are combined with economy to make 

this line the leader in value. Customers recognize Bata quality, remember Bata savings. 

And that means repeat sales—season after season. Write to- 

day for the 1961 Bata Rubber Footwear Catalog. The styles 

shown above are only four of many different models for 

men, women and children. sata sHoe COMPANY. INC. BELCAMP. MARYLAND 





Slipons 
that Really 
Stay On 


BY GERBERICH—THE BALANCED LINE 


Now the most active boys and young men can wear their 
favorite slipon styles in comfort. Snug elastic collar elimi- 
nates all slipping and gapping. These two new styles are 
typical of the fashion-right shoes In-Stock for Gerberich 
Dealers in Youths’ 12% to 3, Boys’ 342-6 and Big Boys’ 6% 
to 11 size runs. 


GERBERICH-PAYNE SHOE COMPANY, Mount Joy, Pennsylvania 


GC-54—BLACK 
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